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a Window valance 


Clock sign “J Deeptone banner 


Life-size display 


ant 


Kleen-Stik window stickers 


3-dimension Painter Paul plaques 
Cloth banner (1@ “How to” literature 
Envelope inserts 

Architectural specifications 

Reference book 


Special consumer booklet 





“Wet Paint’ sign (1%) Farm folder 
Ad mats, radio scripts 


Resort promotion @® Cancards 
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Minnflo banner 


PICTURE YOURSELF AS THE CUS- 
TOMER shopping for paint and you 
will see why Minnesota’s shopper- 
stopper merchandising makes paint 
sales easier, faster, more profitable. 
More than half your selling job is 
done for you with colorful, eye- 
catching, informative promotion 
pieces like those shown at right. 
Complete program includes every- 
thing you need for display and sales. 

With the Minnhue Custom Color 
System, no valuable shelf space is 
taken up by slow-moving colors. 
You reduce inventories yet provide 
a paint for every purpose and 294 
decorator colors! Mail coupon today! 








MINNEAPOLIS FORT WAYNE Minnesota Paints, Inc. 
: 1101 3rd Street South, Minneapolis, Minn. 


@ Please send full details on your 1957 merchandising plan 
Name 
Firm 


Address 
ATLANTA DALLAS 
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Sell Marlite in luxurious wood finishes for 
attractive interiors and attractive profits 


Whether it’s a $400 remodeling job 
or a $40,000 new construction pro- 
ject, beautiful Marlite in distinctive 
wood finishes adds extra luxury and 

value without adding extra cost. 
Available in a fine selection of prefinished wal- 
nut, mahogany, birch, cherry and oak grains, this 
profitable paneling has a durable baked finish that 
can't be duplicated on the job. Marlite’s smooth 


melamine plastic finish resists smudges, scuffs, grease 
and moisture; an occasional wiping with a damp 
cloth keeps it like new for years. 

Marlite offers a beautiful wood finish for any 
interior, any customer. So take advantage of this 
opportunity to increase your building and remod- 
eling profits. Call your Marlite representative or 
wholesaler now—or write Marlite Division of 


Masonite Corporation, Dept. 941A, Dover, Ohio. 
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Marlite 
- . . Guaranteed by 
ar i e plastic-finished paneling “teens 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE*® RESEARCH 


Circle No. 2 on Coupon, page 48. 
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Rack up new profits now 


with the new FLINTKOTE 
ATLAS BUILDERS ADHESIVES 





reer 


ce 


FLINTKOTE } 
€ mm | 


ee FLOOR AND CEILING MATERIALS 


lo Atlas (Aus: (Ada: (Ate: < 


Easy to sell because they fill every need for applying 
Wall... Floor... Ceiling materials. 


Flintkote ATLAS brand quality adhesives are re- 
search-controlled. They provide ideal plasticity for 
easy workability, fast bonding or long open time 
where needed. 


This famous line now from one source has a good deal 
to offer you. Consistent profits, good turnover .. . and 
satisfied customers. 


See your distributor for complete details, or write The 
Flintkote Company, Atlas Adhesives Division, 30 
Rockefeller Plaza, New York 20, N. Y. 


FLINTKOTE ATLAS 


6 Circle No. 18 on Coupon, page 48. 


use...new self-selling 
display rack! 


cael — Owners ? 
Small Builders ? 
Farmers 2 


This group of adhesives will cement 50 or more 
different building products used every day. 


HERE ARE ITEMS YOU CAN SELL 


WALL TILE CEMENT—White—for Plastic and Metal Tile 

WATERPROOF ADHESIVE—for Linoleum, Cork and 
Rubber Flooring 

ASPHALT TILE CEMENT—Cutback Type 

ACOUSTICAL TILE AND WALLBOARD CEMENT— for 
ceilings and walls 

LINOLEUM PASTE—standard for 40 years 

QUICK-SETTING FLOOR TILE ADHESIVE— Rubberized, 
apply by trowel or brush 

COVE BASE CEMENT—for rubber, flexible vinyl or 
asphalt types 

TILEBOARD CEMENT —for plain or enameled hardboards 

ASPHALT PRIMER—for metal and masonry construction 

ASPHALT EMULSION—for underlayment mixes and 
asphalt tile adhesive 


finpustaia.)| 
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vi velopments of the Industry 


HOME PRICES CONTINUE 10 CLIMB. 


Construction cost actually Sedauica. s iphtiy in September and higher prices 
for homes reflect boa on oe part of the consumer, and a more critical 
attitude toward es Repons?. from may ropel isan areas show a continuing 
decline in a numbe : being: constructed. | 
ers out ower or ces for homes. Everyone agrees 
16S at me 000 or a little less. Hous- 


ing ecatieml st Rovahadi 
was $12,300 but that by Pi 
iia aN not me pant d bi rr ion by families. 





the minimum house un- 
; they are the key to a 


vast upgrading process r 
today's typical family no er SE ee housing the traditional one week's 


pay per month, as in the 


HOUSING NOT HOLDING ITS pone 
e trend to_upgra ding is growi g stronger. but relative to other items the 
its own. This is due less ,to deliberate 


choice on the part of the consumer then ane fact that merchandisers of other 
uc od in taking a larger slicé out of today's 











traditional place in th family | saape we will hurdle a major obstacle to up- 
grading our housing stock. To achieve this goal broad cooperation on merchan- 
dising by all levels of the industry is becoming imperative. We also suggest 
that the housing industry alone cannot capture a bigger share of the consumer 


dollar without active local government's participation. This is especially true 
on all efforts to improve and maintain existing housing. 





INTEREST RATES DROP SLIGHTLY. 


Recordings of average iuberest a Oe mortgages dropped slightly in July 
after rising to a fraction above ether this represents a real drop is 
too early to say. They probatly will go higher and reach 6% next year and 
hold that level for a period of years. 


FIRST COMPLETE REPORT ON CASH-AND=CARRY YARDS. 


Ready for early pupuseraee is a complete editorial section on the strong 
swing towards more cash-and-carry yards. If you are worried over the spread 
of this type of operation, this preSentation will give you all the answers. 
You'll be taken behind the scenes of America's largest operation and learn de- 


tails on mark-ups, merchandise sold and promotion never before reported in any 


magazine. 

Dealers in territories covered by cash-and-carry yards will tell their 
methods to offset this tough, new competition. It makes exciting reading, some- 
thing that should be studied carefully by every lumber dealer. 














MORE DEALERS BUYING LAND FOR HOMES. 


Recent field observations confirm that more lumber dealers each month are 
buying desirable land for re-sale or their own use for new home construction. 
It's all part of a determined effort to gain control of the sale of materials 
for the house job. One word of warning, dealers tell us that you often can't 
rely on contractor loyalty, even if you Sell them the land at a fair price. 
After being stung Several times, one retailer told us he now handles the whole 
house package and then merely “hires" the contractor to put up the house. 

: (news continued on page 8) 
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BUILDING 


Starts Hit Million 


Private home building jumped in 
August and there were signs that the 
rise would continue for the rest of 
the year. The annual rate on starts 
passed 1 million for the first time this 
year, there was a 21% increase in 
FHA applications. 

The Labor Department’s seasonally 
adjusted annual rate for private hous- 
ing starts in August was 1,010,000, up 
from 980,000 in July. The increased 
activity was largely confined to metro- 
politan areas, where new apartment 
building bolstered the start picture. 

Speaking at the NAHB marketing 
conference at San Francisco, George 
Cline Smith, F. W. Dodge Corp., flatly 
predicted that 1957 would end with 1 
million starts. 

Smith added that, “we do not expect 
any spectacular upturn next year, but 
there will be a modest improvement 
over 1957. We are bumping along the 
bottom of the housing decline now.” 


Industry TV Series 


The story of the construction indus- 
try will be told this fall through the 
medium of television. Over 200 sta- 
tions will show the new “Building 
America” documentary series spon- 
sored by the Producers’ Council. 

Each program will be made up of 
four five-minute documentaries. A 
three-minute editorial or interview 
will present current news from the 
industry. The program will be avail- 
able for local sponsorship by build- 
ing material dealers. 


Small Town FHA Plan 


The new FHA program for cities 
under 15,000 population will be ready 
to operate in seven areas on an ex- 
perimental basis by October 1. Goal 
of the plan, to be known as the “Certi- 
fied Agency Program,” is to make 
FHA loans available in smaller towns 
not presently using the government 
agency. 

Under the plan local lenders will be 
named authorized FHA agents and 
they will employ appraisers and in- 
spectors who will process applications 
on a fee basis. 

The trial areas are: central and up- 


state New York, eastern Pennsylvania, 
North Carolina, upper Michigan, down- 
state Illinois, Kansas and Arizona. 


New Modular Association 


Four leading groups in the building 
industry have joined forces to promote 
wider use of modular building ma- 
terials. The new association to be 
known as the Modular Building Stand- 
ards Association held its first meeting 
in August at White Sulphur Springs, 
W. Va. 

Sponsoring organiations include the 
American Institute of Architects, Pro- 
ducers’ Council, the National Associa- 
tion of Home Builders and the Asso- 
ciated General Contractors of Amer- 
ica. 


DEALER NEWS 


Wins Lu-Re-Co Home 


A life-time dream of a new home 
of their own was realized by Mr. and 
Mrs. Alfred Rhode, Appleton, Wis. 
when Mrs. Rhode won a Lu-Re-Co 
home (Women’s Congress model) by 
writing the prize-winning line in a 
jingle contest sponsored by the Visk- 
ing Co. 

The house, which will be erected on 
a site selected by the Rhodes, will be 
built cooperatively by three Lu-Re-Co 
dealers in the Appleton area. They 
are the Fraser Lumber Co., Inc., Ap- 
pleton; Home Lumber and Millwork 
Co. and Lumber Mart, both of Neenah. 
Currently, the Rhodes are living on a 
40-acre farm with their two children, 


Margo, 9 and Dean, 11. Mrs. Rhode is 
a school teacher, 

Visking was host at a luncheon at 
the Conway Hotel, Appleton, Sept. 6 
attended by industry spokesmen and 
the Rhodes family. Ray Harrell, Lu- 
Re-Co research director, presented 
Mrs. Rhode with blueprints of the 
Women’s Congress home. 

National Plan Service sponsored the 
promotion on the part of the lumber 
dealers. An all-electric kitchen will be 
furnished by Hotpoint; heating and 
air conditioning by Lennox and fur- 
niture by the Kroehler Furniture Co. 


Remodeling Profit-Rama 


C. Albert Steph- 
an, Philadelphia 
retailer, will lead 
a program of 
“how - to - do - it” 
dicussions on 
stimulating more 
remodeling busi- 
ness at the . 
NRLDA_ Exposi- cae 
tion, Neelam 4- C, A. Stephan 
7, at Philadlephia. The feature will be 
sponsored by American Lumberman 
whose editor, Gordon J. Lawler, will 
serve as co-chairman with Mr. Steph- 
an. 
Titled “Remodeling Profit - Rama” 
the panel will be staffed by successful 
lumber dealers fully exploiting the 
home improvement market. The panel 
will discuss how to plan a market sur- 
vey on remodeling, selecting and train- 
ing salesmen, advertising, special 
events for the public and new show- 

(continued on page 33) 





KEY TO LU-RE-CO HOME is presented to Mrs. Alfred Rhode by L. E. Houck, vice-presi- 
dent, Visking Co. Others in the picture, left to right, Mr. Rhode, Mayor Robert Roemer 
and Ray Harrell, research director, Lumber Dealers Research Council. 
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PRODUCTION SOARS on Hager’s shining new “necessity” for 40 million homes! 


build a shelf... without tools! 














ee ee 


IT PRESSES INTO PLACE! 


this ...... makes this...in 5 minutes...without ‘iools 
DOUBLES CLOSET SHELF SPACE! 


PATENTED 


wood IT y shelf maker 


Set of 4 in handsome eye-stopping package. 
Retails at $1.19. 
Dealer Cost 714¢... full 66% profit. 


Here’s an exclusive, patented hardware product from Hager that’s a 
“natural” for America’s mass market! Without hammer, nails or 
screws ... without tools of any kind... ANY WOMAN can put up 
JIFFY SHELF MAKER in 5 easy minutes! This is guaranteed (a 
money-back guarantee) on the package. JIFFY SHELF MAKER 
is lightweight; wrought steel; cadmium-finished! Supports over 1,000 
Ibs.! 500% stronger. Portable: put it up, take it down, put it some- 
place else, without marring walls. 


40 MILLION HOMES NEED JIFFY SHELF MAKER 


Build streamlined shelves in a “jiffy” in closets, book shelves, 
shelves in attic, kitchen, basement and garage! The potential sale for 
this “why-didn’t-I-think-of-it-before” product is simply terrific. Fine 
for apartments, offices and factories, too. 


PACKED 4 IN THIS SENSATIONAL 

NATURAL-COLOR PACKAGE THAT America’s snug little homes NEED EXTRA SHELF SPACE. And 

SELLS ITSELF TO BOTH here it is! ...at less cost than hard-to-put-up brackets! Here it is in 

MEN AND WOMEN! a sensational package designed for and aimed at the millions of 
customers who buy “on impulse.” 





ORDER wager JIFFY SHELF. MAKER No. 1700 
from your jobber today! 


© 1957 
C. HAGER & SONS HINGE MFG. COMPANY « SAINT LOUIS 4, MISSOURI 
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Same high quality... 





Rois! ORs Bruay on 
2” Guarameed by * 
Good Housekeeping 


* 
or 45 aoyrarste We 


Only WEPCO could make this possible! This is our same high-quality, 


famous Duo-Matic... with all the features normally found 


only in much more expensive windows... yet priced so low that 


you can retail it from $12.95. 
New fully-assembled Duo-Matic also available... retails for 10. 95 and up 











» for only 
4 
Be. ; 





For opening 
sizes up to 
and including 
25" x 47" 
double hung 
windows. 
Other sizes 
slightly higher 


Now retails — 








ys! 


New low prices on 
all 

aluminum 
combination doors 


KANGAROO OVUO0-DOR 


DUO-DELUXE 
2-LITE DOOR 


DUO-DELUXE 
PICTURE WINDOW 
DOOR 


Here’s why more than 

20,000 Lumber and 

Hardware dealers sell 
Products 


Sold only at lumber and hardware 
dealers — no specialty competition! 


« Nationally-advertised! 


e Industry’s most liberal co-operative 
advertising allowance! 


« On-the-spot service by WEPCO's 
factory-trained representatives! 


e WEPCO sells a complete line! 


the weather-proof co. 


Litchfield, lilinois 





9 Lonnerville 
Marquetfe 


Laona » 


White Lak 
A Wena) = ‘ans 
Marshfield ee 


Neenah 


Milwaukee 


Northern Woods have been recognized for high quality and dependable performance for 
over half a century. Today the mills of the Northern region are better prepared than ever 
to serve you with well-manufactured, accurately graded lumber and lumber products of 
these quality hardwoods. Consult the firms on this page for your requirements in Northern 
Woods. 


*Copeland LumberCo, . . « « «© » « « Ghicago, Ill, *Kimberly-Clark of Michigan, Inc. . . cee Neenah, Wis, 


Mills—Marquette and Newberry. Michigan Mills at Marenisco, Mich. 


Sales Office — CHICAGO — 228 N. La Salle St. Northern Hardwoods, White Pine. 
Hardwoods. Modern Dry Kilns. Expert Millwork. 


Planing Mills and Dry Kilns. 


i 
*Goodman Lumber Company . . + + canine Hetie: Inc. 
Sales Office: Laem append WISCONSIN 
*tHolt Hardwood Co. . . . « « + « « Oconto, Wis, Mills at: and Mohawk, Michigan 
Northern aaa: Fein White Pine and Basswood 
Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





Maple, Birch, Beech, Oak Flooring. Strip, Assembled Block, Herring- 
bone, Parquetry types; all types Heavy Duty Flooring. 


*Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


*t), W. Wells Lumber Co. on. a a ee Menominee, Mich. Roddis Lumber & Veneer Co. of Mich Ironwood, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, Block patterns. Roddis Lbr. & Veneer Co., Ltd.......Sault Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds. .. Hemlock, W. Pine, Cedar Prod., Maple, 


Custom kiln drying. Upper so Maple and Birch lumber. Birch, Fig. Hdwd. Ven’r'd Doors. Plywd. Modern Dry Kiln facilities. 


+Member Maple Flooring Mfrs. Assn. *Member Northern Hemlock & Hardwood Mfrs. Assn. 





—== 
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ANNOUNCING 


The First Annual —_—_— 
CONGRESS ON BETTER LIVING’ 


October 9-11, 1957/Shoreham Hotel, Washington, D. C. 


This month, 100 women delegates serving as spokesmen for America’s 48,000,000 
families will assemble in Washington, D.C., for the first annual Congress on Better 
Living. This unique 3-day Congress will be the successor to the Federal Government’s 
“Women’s Congress on Housing’, conducted by the Housing and Home Finance 


Agency in April, 1956. 


The purpose of the Congress is to provide manufacturers, retailers, builders and 
other interested parties with practical answers—based on the changing living pat- 
terns of America’s families—to the questions of what women really want and need in 
their homes of today and tomorrow. The Congress agenda includes discussions of the 
functions and performance of home furnishings, facilities and building materials. 


Delegates have been selected from among 100,000 homemaker participants in recent 
McCall’s remodeling and redecorating studies on the basis of their demonstrated 


grasp of these special problems. 


Ideas, suggestions and data developed at the Congress will be available to manufac- 
turers and industry for guidance in producing and marketing products that meet 
consumers’ needs and wants. To reserve your copy, write to Robert Crossley, Better 
Living Editor of McCall’s, 230 Park Avenue, New York 17, N. Y. 


Sponsored by McCall's, the magazine of Togetherness, reaching more than 5,000,000 families 


*4 trademark of McCall’s Magazine 
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the only high-capacity === = 


gas trucks with all three 


features you need for 
fast, safe handling of 


BIG LOADS 


300% MORE VISIBILITY. “Wide-Angle Vision”—a Yale 
exclusive! Upright channels are wide-spaced and nested. Hoist- 
ing cylinders and lifting chains are right next to channels to 
reduce frontal obstruction. Fork carriage has only one top, one 
bottom bar for extra forward visibility at all levels of fork lift. 
Unique open front design plus high center position of driver 
provide a wide arc of vision—maximum visibility forward and 
to the rear for fast, safe handling of heavy loads. 


GREATER STABILITY. You get maximum stability under 
capacity-load conditions—even over soft or bumpy terrain. Cen- 
ter of gravity is low. Underclearance is high. Large, high-flota- 
tion tires give plenty of traction. Articulated steering axle, 
rugged wide-spaced upright design, side-thrust rollers keep 
loads steady at all points of lift, minimize weaving. 


EXTRA MANEUVERABILITY. Short overall length plus 75- 
degree steer-wheel angularity mean extra-tight turning radius 
—high maneuverability. Power steering helps driver to move in 
and out of tight areas fast. For fast cycle operations, these new 
Yale trucks feature lifting speeds up to 60 feet per minute... 
fast, controlled lowering...travel speeds up to 20 MPH. 


See it in action at Yale Booth No. 556, 1957 NRLDA 
Building Products Exposition, Philadelphia, Nov. 4-7 


YALE 


*REG. U.S, PAT. OFF. 


INDUSTRIAL LIFT TRUCKS 
AND HOISTS 


The Yale & Towne Mfg. Co., Yale Materials Handling Division 
Manufacturing Plants in Philadelphia, Pa., and San Leandro, Calif. 


Gasoline, Electric & LP-Gas Industrial Lift Trucks « Worksavers 
Warehousers « Hand Trucks « Hand and Electric Hoists 





New G-3 Series Gas Trucks Have Famous 


Yale Quality —Premium Engineering 
Features Included as Standard: 


For extra strength: All welded steel frame. H-beam 
members in frame. Rugged channel construction. 
For driving comfort: Hoist, tilt, attachment and 
gearshift controls are grouped for easy-reach, 
right-hand operation. Directional control on steer- 
ing column. 

For maximum safety: Power brakes. Anti-cavita- 
tion valve in tilt cylinders prevents hydraulic 
voids, stabilizes channels. 

For easy maintenance: Hinged hood and remov- 
able covers give easy access to engine and all other 
operating units. 

For smooth lifting action: Channels and carriage 
are mounted on roller bearings with side-thrust 
rollers. Lifting cylinders are ball mounted. 

Your choice of Fluid Coupling or standard trans- 
mission. Gasoline or LP-Gas powered models. 
Wide range of attachments—all engineered for a 
minimum loss distance. 


The Manufacturing Co. 

Dept. A-629, Roosevelt Blvd., Philadelphia 15, Pa. 
Please send me the new Yale High-Capacity Gas 
Truck brochure No. 5230A. 


Name Title 





Company. 





Address 





City. Zone__State 











EDITORIAL 


Task-Force for Industry Service 


or most dealers, wholesalers and 

manufacturers, 1957 will be re- 

corded as a disappointing and at 
times a frightening year. It is all too 
evident that the present decline in 
sales caught many unprepared to 
fight for added volume forcefully and 
creatively. A smaller group of re- 
tailers, wholesalers and producers, 
still believe that the situation will 
change miraculously and that a sell- 
er’s market will return. 


The industry, generally, however, 
has no illusions. They say we face a 
tough situation which will be with us 
for several years. Overhead, fixed 
charges, are relatively rigid. We must 
have more sales to make a fair profit. 
Home building probably will improve 
next year, but not enough in itself to 
fatten profit statements. Obviously, 
we must boost remodeling and store 
business to fill the gap. 


As we talk to both dealers and man- 
ufacturers, we find general agree- 
ment with the above forecast. At the 
producers’ level the dilemma is a 
sharp one. Promoting products with 
expanded merchandising is obviously 
needed but this runs smack into grow- 
ing understanding that this in itself, 
is not enough. The retailer now has 
a new importance but he has problems 
that must be solved before product 
promotion in really successful. 


It is encouraging to note that many 
producers have accepted this situa- 
tion and that they now will pair prod- 
uct promotion with new or expanded 
dealer service programs. We salute 
these producers but wish to warn 
them that there is a good possibility 
for waste and dealer indifference. 


Take sales training, for an ex- 
ample. Already many manufacturers 
are knee deep in extensive programs 
that are running many dealers 
ragged. One retailer told us that he 
would only have 15 minutes a day 


for selling, if he accepted all the train- 
ing he was offered. Much of this train- 
ing is on selling fundamentals and 
duplication of material is already ap- 
parent. 


The concern of manufacturer for 
improved dealer performance is easily 
understood. They have present ca- 
pacity for 1.4 million homes and new 
facilities ready soon will boost this 
to 1.7 million houses yearly. For a 
period of time until family forma- 
tions increase, the difference must be 
balanced by promotion of other types 
of business. 


Before plans for more dealer serv- 
ice go too far, this industry should 
consider formation of a coordinating 
agency to monitor future programs 
for utmost efficiency and best results. 
We do not suggest that manufactur- 
ers diminish strong merchandising 
programs for their own products; 
rather, it must be understood that 
there are broad retailer problems 
that could be investigated and solved 
by joint effort. 


Home Improvement offers a good 
example for potential service on a 
combined basis. Plans to cultivate this 
lucrative market are superficial to 
date. OHI just skims the surface with 
little understanding of dealer prob- 
lems which must be solved before top 
results are obtained. A _ task-force 
from the industry could really dig 
deep into this type of business and 
come up with the right answers on 
estimating, sales training and pro- 
motion. This editorial page can’t de- 
tail a complete plan for industry co- 
ordination. We know it won’t be easy. 
The cobwebs have accumulated since 
1941 and as a industry, we are just 
beginning to work harmoniously to- 
gether. We do say, all present coordi- 
nation is inadequate to do the job 
just ahead. 
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* ONE ADHESIVE FOR 
bh \o ALL LAMINATES 


* bonds all plastic laminates 
* also bonds any combination of similar 
or dissimilar materialis...wood, steel, 
aluminum, fibre-board, leather, 
fabric, rubber, etc. 
%* superior heat resistance 
%* taster drying 
%* produces odorless, non-staining, 
shock-resistant bond 
%* no clamps, presses or 


FOR PAINT po.ier, BRIS o : heat-curing required 
sum? NOTCHED TROWEL """ 


» 
are 710 0 
ct AND STEVENS CHEMICAL One ene 
aonesives amo raoree 


WALL- FINISHING CLOTH-BACKED VINYL 

TO WOOD OR METAL 
Colorful, durable flexible plastics, the newest 
decorating idea for custom kitchens, cabinets, 


POST-FORMING 
Regardless of radius or contour, HYBOND Today's trend to walls covered with wood, 
insures an instantaneous, positive, perma- plastic and other decorative compositions 
nent bond; no pop-ups, no complaints. opens up a whole new field of endeavor 

HYBOND makes these applications quicker, fixtures, etc. Life-long, trouble-free bonding 
easier, more economical, fool-proof. is assured with HYBOND. 


WRITE FOR NAHE OF YOUR NEAREST HYBOND DISTRIBUTOR 


Pierce & Stevens Chemical Corp. 
710 Ohio Street, Buffaio 3, N.Y. 
Mail the name and address of your nearest HYBOND distributor to: 
Developed and manufactured 
by adhesive specialists. At iavne 
Pierce & Stevens, adhesives are 
a specialty, not an accessory. Title 


Company 
Address 


SINCE 1964 


City 
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SELLING 
TO THE 


HOUSEWIFE 


She may be fickle, but 





she is worth cultivating, 
according to lumber 
dealers who have keyed 
their selling store to 

the housewife trade. 
She’s not only a 
do-it-yourselfer, but also 
a buy-it-yourselfer. 

See report starting on 


facing page. 
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vienned with the lady of the house in mind w 


er before has wood. pl 1 ather wall pane 


Fisplayed in such profusion and A bean 


tell make Pacifie Suburban a Mecca for 
Do-h- Yourself craftsman .. 





LUMBER C0. 


N 2301 N. Dixie Highway 
Pork of Witter Manors Gates 


The Pacific Subyrban Laraber Company, the first to be designed « 
cites EVERYONE to 
their amazing display of new and improved household item 


fuel rreesnew 


And for the man of the family. we have PREE bardvman 5 
tover every conceivable project from fences to cabnarts 


every howe & 


a gifl that 








GRAND OPENING AD of Pacific Lumber Co. is keyed directly to the house- 


wife shopper. Above insertion was full page width. Dealer uses cartoons in 


most of ads. 


CASE NO. 1 





SMART-LOOKING EXTERIOR appeals to women ac- 
cording to management of Pacific Lumber Co., Fort 


Lauderdale, Fla. 


Suburban Store Designed for Women Shoppers 


Women account for most of the sales rung up by 
Pacific Suburban Lumber Co., Fort Lauderdale, Fla. 
Manager J. Allen Burns planned it that way. He 
studies their buying habits, he advertises directly to 
women and he stocks the items they want. 

The success of this campaign is revealed in the sales 
figures—$400,000 for the first year. In addition, Pa- 
cific has tripled its work force in the first 15 months 
and has a second building (30'x60’) under construc- 


WOMEN LIKE TO SEE how materials will look when installed. 
Pacific Lumber Co. salesman points out differences in paneling 
to housewife customer above. 
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tion to display paints and expanded hardware lines 
including housewares. 

Burns used a Raggedy Ann doll in his most success- 
ful advertising series addressed to women. The gim- 
mick was dreamed up by the newspaper woman who 
handles Suburban’s advertising account. They were 
institutional ads with a do-it-yourself twist aimed espe- 
cially at women. Copy in one ad read: 


“How many times now have you asked hubby to fix that 
sticky door, that cracked place in the plaster, that over- 
stuffed broom closet where extra hooks are so sorely 
needed? If you’re weary of waiting for the work to be done 
—why not do it yourself? 

“With the right tools and materials, it’s quick and simple 
to make these minor repairs and improvements around the 
house. We'll tell you everything you need to know; equip 
you with everything you need to have to do these little jobs 
with speed and precision. Come on in tomorrow morning— 
and let’s get off toa flying start!” 


These ads ran for five Sundays in the lawn and gar- 
den section of the local papér. What happens, accord- 
ing to Burns, is that women will come in on Monday 
and Tuesday, look around and discuss a proposed proj- 
ect, but they won’t buy immediately. Instead, they go 
home and return about Friday to place the order after 
discussing things like financing with the husband. 

Burns says that ads on window cornices always at- 
tract women. Suburban’s ad emphasizes pattern, at- 
tractiveness and easy-to-build features. Burns has 
found that women are great impulse buyers. Last 
Christmas he made up some small tool boxes for 
women to sell for $1.89. 

“My wife gave me the idea,” recalls Burns, “but 
neither of us dreamed it would go great guns with the 
ladies. They use it for carrying cleaning materials, 
furniture polish, small garden tools and the like. We 
sell them unpainted.” 

Direct mail is used to pull in more women customers. 
Burns is mailing 32 different types of direct mail let- 

(continued on next page) 
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PROVEN 
PROFIT MAKERS 


Utility * Stamina * Value 


Recommend these with confidence! 
Low priced professional type wood- 
working vises that create customer 
satisfaction. 


Nc. 175 PORTABLE SAWHORSE VISE 
Holds work vertical or horizontal. 
54‘ main screw with Acme thread. 
It clamps anything up to 2”. Width 
of Jaws 5%," x 5”. Opening 4”. 
SUGGESTED RETAIL PRICE $4.66 


No. 176 WOODWORKER'S VISE 


54" screw with Acme thread. 
have holes to secure wood inserts. 
Width of Jaws 6%". Depth of Jaws 
32". Opening 42". 

“) SUGGESTED RETAIL PRICE $4.64 


Jaws 


Individually boxed. 


See Your Jobber or Write: 


tHe BRINK & COTTON wiz. co. 
63 Poland Street ¢ Bridgeport, Conn. 





made from 
select Ponderosa 
Pine, toxic and 
water repellent 
treated for 
extra wear... 


% Beoutiful, Practical 
con be painted in 
two tone colors to 
match or harmon 

+} 


ze with any color 


scheme you choose 





Look for the 
EASY-CHANGE trademark 
; branded on the edge 


» 


TRADE MARK nen 
THE COMBINATION DOOR CO. 
FOND DU LAC WISCONSIN 
Circle No. 7 on Coupon, page 48. 


Protect 











: eeefor further particulars ask your 


Sash and Door Distributor or write - 





Dywet 100 
—), WPARTWENT 
Ss 5 


WOMEN ARE USING more power tools for do-it-yourself proj- 
ects according to Pacific Lumber Co. They buy them for gifts, 
too, bolstering Christmas holiday business. 





STORE FOR WOMEN SHOPPERS 


(begins on page 19) 





ters to women. He clips notices from the newspaper 
and mails a letter to the mother about the time she 
arrives home from the hospital. The letter points out 
that with the new arrival she’ll probably need addi- 
tional storage space and an invitation to drop in and 
discuss it. Financing can be easily arranged. 

Burns says women are easy to sell, but you have to 
guide them into buying what they need for a specific 
project because they won’t know themselves. Pacific 
will cut to size, but there is a sliding charge for this 
service. Shorts of plywood, hardboard and other mate- 
rials are placed on a good-sized dolly, which is kept 
outside in the daytime. As a further customer con- 
venience, the store is kept open all day Saturday. 

In addition to the ads in the Sunday paper, Burns 
usually takes smaller space on Tuesday and Thursday. 

Besides the consumer yard, Pacific Suburban Lum- 
ber Co. operates a main yard, which is equipped to 
handle bulk loads. Contractors are supplied mainly out 
of this yard, but small pick-up orders are sent out of 
the consumer yard. 





am i amazed! 


COMIC DOLL is 
used to attract 
woman's attention 
to special series of 
newspaper ads. 


Never thought it was so easy to 


“DO IT YOURSELF’’! 


WE ace always happe to help! 
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.+. WORLD'S LARGEST PRODUCER 
OF LAMINATED WALL BOARD 


Walttonal Accounting Machines return 131% annually 


on our investment!” 


“Nationals have been tremendously valuable 
fo us in Our expanding and complex opera- 
tions. In fact, National Accounting Machines 
return 131% on our investment. 

“Because of their flexibility, our Nationals 
handle such widely different accounting jobs 
as ledger postings, payroll, analysis of sales 
and commissions, inventory control, and man- 
agement statements. Period closings are on 
schedule and statements are in management's 


—THE UPSON COMPANY, Lockport, N. Y. 


hands a few days later. 

“Our operators learned how to use 
Nationals in a few hours and produce re- 
ports with speed and accuracy. We are also 
highly pleased with Nationals’ trouble-free 


Hoe 


President, The Upson Company 


performance.” 


In your business, too, National machines will pay for themselves with the money they save, then continue savings as 
profit. Your nearby National man will gladly show how much you can save—and why your operators will be happier. 


THE NATIONAL CASH REGISTER COMPANY, vayron 9, on10 


989 OFFICES IN 94 COUNTRIES 
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rr a 


UPSON PRODUCTS FOR WALLS 


AND CEILINGS: 


Strong-Bilt (water-proofed) Panels 
@ Kuver-Krak Panels @ Striated Panels 
@3/16” Panels @ Easy-Curve Panels 
@ All-Weather Sheathing and Panels 
@ Primed Siding and Soffits 


* TRADE MARK REG. U. 8, PAT. OFF, 


Circle No. 8 on Coupon, page 48. 








SELLING THE HOUSEWIFE— 


CASE NO. 2 


ATTRACTIVE STORE of Long- 
Bell, above, is one reason for suc- 
cessful sales to housewives. An- 
other is use of 41/2’ high mov- 
able island fixtures according to 


Charlie 


Robertson, 


manager. 


Two Long-Bell shoppers inspect 


locksets at right. 


Here’s Why 


All the Girls Are Just Wild About “Charlie” 


It took a brand-new merchandising approach to win the 


woman buyer, but it was worth it, says this Arkansas dealer. 


The discovery that “‘women like 
to look before they buy” is paying 
off in big dividends for manager C. 
D. “Charlie” Robertson, Long-Bell 
Div., International Paper Co. retail 
yard facing heavily traveled Asher 
Avenue, Little Rock, Ark. The 
“look-before-buying” idea first oc- 
curred to him as he watched women 
step from their automobiles and 
press their noses against the store’s 
glass front to get a better view of 
the yard’s natural wood . kitchen 
cabinet display. 

“We can increase our sales if we 
can get that woman shopper to step 
inside,” Robertson told his sales- 
men. And he was right. 

He asked his mill department to 
supply him with 16 movable island 
fixtures, 415’ high, which would 
give shoppers full store visibility 
from any angle inside the store or 
from the sidewalk. He replaced all 
of the old counters with the new 
low fixtures, laden with impulse and 
seasonal items designed to attract 
the woman buyer. The result has 
been a 100% increase in women 
customers; 70% of the store’s 
walk-in trade is now women. 
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Feminine habits. In its pur- 
suit of the woman buyer, Long-Bell 
has learned much about her buying 
habits. At one end of the 110’ long 
x 58’ wide store stands one of the 
yard’s most profitable eye-stoppers. 
Four screen doors, featuring orna- 
mental door grilles, are nailed to- 
gether in the shape of a box and 
are caster-mounted for mobility. 

“Every woman knows what a 
screen door looks like,” explains 
Robertson, “but it’s the design of 
the door grille that really sells 
them. Generally they buy a screen 
door to go with the new grille.” This 
display has upped the yard’s screen 
door sales by 25%. 

One woman while browsing 
seemed particularly interested in 
roofing. Since she was wearing a 
light blue dress, a salesman showed 
her an asphalt shingle the identical 
color of her dress. It was the color 
that sold her. Even though her 
home did not need a new roof, she 
immediately bought $200 worth of 
light blue shingles to be used at a 
future date. 

Biggest attraction for the woman 
shopper is the firm’s Bargain Cen- 





ter, which is a portable table piled 
high with odds-and-ends, discontin- 
ued lines and slow-moving items, 
including plywood shorts, paints, 
pipe fittings, nails, cabinet hard- 
ware, etc. One customer was so 
taken with the design of a certain 
door lock and the fact that she was 
“getting a bargain” that she pur- 
chased 90 of them. 

The yard finds it perks up store 
appearance besides getting a lot of 
good customer comment by rear- 
ranging its mobile fixtures in dif- 
ferent designs on the floor. Some- 
times they are wheeled into a 
rectangular shape; other times a 
triangular or a diagonal pattern is 
used. Always the red hot seasonal 
items are prominently placed to 
catch the eye of sidewalk and street 
traffic. 

“Our sales were slowing consider- 
ably until we hit upon the idea last 
winter of catering to the woman 
buyer,” says Robertson. “Her pur- 
chases will be a big factor this year 
in helping us to maintain our yearly 
gross of $750,000,” he says. 

Robertson has some good advice. 
“Watch that woman,” he says, 
“when she drops in your store to 
shop. You have a 100% chance to 
make a sale if you aim your sales 
pitch to appeal to what the woman 
really wants.” Long-Bell’s courte- 
ous sales staff is highly trained to 
do just that. 
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American Lumberman panel discusses— 





What Women Expect of You 


American Lumberman is cur- 
rently examining customer shop: 
ping preferences in lumberyards-- 
why homeowners and contractor 
customers buy where they do. The 
article below is based on a round- 
table discussion on this subject in 
Bloomington, Ill. The participants 


were housewives. 


Shopping in a lumberyard is dif- 
ferent than shopping in a grocery 
super-mart. Women want the right 
answers. They want courteous serv- 
ice and helptul suggestions. 

One woman switched yards be- 
cause the management seemed non- 
cooperative. They had no provision 
for loaning or renting plan books. 
The new yard not only loaned house 
plan books, but made arrangements 
for the new home prospect to visit 
several houses they had sold. 

Service, product knowledge and 
diversified materials — preferably 
shown as they would look when 
applied —are factors that make 
women steady customers, they in- 
dicated. Price in itself is not an 
important factor in attracting wom- 
en to a single yard, although they 
indicated they might get compara- 
tive bids on a major project. 

Again, the service rendered by 
the dealer and the confidence they 
have in what he says and does by 
actual performance are decisive. 
The women inferred that a pleas- 
ant personality, even in a lumber- 
yard, will go a long way. Here are 
some of their comments: 

“We felt we could rely on any- 
thing he told us... friendliness... 
when we want anything done, we 
just call and get their ideas 
our choice was mainly on reputa- 
tion . . . we started by buying a 
little piece of shelving and we 
didn’t think of going to any other 
yard when we built our home 
they make you feel you are the 
main customer on their list.” 

Women read the ads—and that 
includes those run by the lumber- 
yards in town. It was surprising 
to note that women notice what 
major items have been advertised 
recently in a number of yards and 
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the general type of advertising done 
by a number of the yards. Women 
were interested in knowing whether 
the number of yards in town was 
likely to affect the price of lumber 
in a particular yard. They would 
like to see a change of pace in lum- 
beryard advertising—specific items 
as well as remodeling projects and 
new homes. 


Like newspaper advertising. 
Three of the five women participat- 
ing said they preferred newspaper 
advertising. They wanted some- 
thing they could clip out and refer 
to. Both radio and TV failed on 
those counts. Women are great 
clippers, especially when they are 
considering a major project and are 
likely to bring in a photograph or 
article which appeared in home im- 
provement magazines. Consequent- 
ly, familiarity with new products 
is a must for the well-informed 
dealer. 

Would women prefer to be waited 
on by a man or woman clerk? The 
woman’s round table felt it made 
no difference — provided the sales- 
man was thoroughly qualified. It 
was their hunch that a man would 


be better qualified to sell basic ma- 
terials and a woman kitchen cabi- 
nets, wallpaper and decorating 
supplies. 

Women are not opposed to self- 
service in a_ building materials 
store, but they do want someone 
around to answer their questions. 
They are insistent on seeing a wide 
variety of samples of the specific 
materials in which they are inter- 
ested and they want to see the 
materials assembled in a completed 
project, even if only a cutaway 
section. 

One woman wanted the use of a 
model home kit; she especially 
wanted to study various types of 
roofs. And, of course, women 
wanted a complete home planning 
center with literature, product 
samples and the like. 

No cold calls. Women do not 
like house-to-house salesmen and 
the clinic participants indicated 
such salesmen would get a cold wel- 
come. They also frowned on cold 
telephone calls by dealers. If the 
ladies had previously shown an in- 
terest by a personal store visit, it 
was a different matter. 

Do-it-yourself clinics can attract 
women, as every dealer knows. 
These women were interested in 
how to lay tile, decorating, even 
the use of power tools. (Merner’s 
in Palo Alto, Calif., has run a power 
tool clinic exclusively for women. ) 
Women also expressed an interest 
in using a tool rental department. 

As might be expected, women 
want and expect an attractive, well- 
organized store in which to buy 
their home building and mainte- 
nance supplies. They want salesmen 
who are well-informed and courte- 
ous to serve them. Yards with these 
qualities will get steady patronage 
and wonderful word-of-mouth ad- 
vertising that money can’t buy. 


WOMEN TELL about their shopping experiences in lumberyards. Bloomington, Ill. was 
the city. The participants, extreme left and around the table: Mrs. Ivan Jenkins, Mrs. 
Maurice Branom, Mrs. Christine Burrowes, secretary; Richard W. Douglass, executive 
editor, AMERICAN LUMBERMAN; Mrs. Robert Gardner, Mrs. Don Marsh and Mrs. J. K. 


McLean. 
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EACH CABINET is either four 
or five feet wide. Units butt to- 
gether, form continuous laminate 
surface. Cabinets are made of 
furniture grade hardwood ply- 
woods. All are pre-wired, many 
have plumbing installed. With 
these cabinets we have essen- 
tially “‘components’’ ready to 
slip in either new or remodeled 
kitchens 


Custom Kitchen 
Expert predicts— 


New Kitchens Designed for Family Living 


Free-standing “furniture quality” kitchen cabinets—eacl. 


a work center and radically new refrigerators without moving 


parts, are predicted by Westinghouse. Refrigerator units can 


he built-in and adiusted to perform spect fu function. 



































BONUS revelation was a glimpse of this new "“Laundro-closet” 
now being researched by Westinghouse. It is to be a pre-pack- 
aged unit in which soiled clothing is merely hung on a hanger 
and carried on moving tracks through washing, rinsing and drying 
right in the bedroom. Cleaner would only be for Dacron, other 
miracle fabrics. 
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New kitchen cabinets designed to harmonize with 
changing trends in modern American living have 
been detailed for the first time by Westinghouse. The 
designs shown on this page have been created be 
cause of a swing towards more “living” in the kitchen, 
the migration of the kitchen to other parts of the 
house and the growing popularity of pre-cooked 
foods (less mess, kitchens can be high-styled 

Will M. Kline, Jr., manager of the Westinghouse 
custom kitchen department, crystal-gazed into the 
American home of 1962 for American Lumberman 
and described a kitchen composed of seven individual 
work centers or units (each with storage for food and 
utensils) ; a portable kitchen which can be used any- 
where there is an electrical outlet; refrigeration with 
no moving parts; a Laundro-closet which cleans and 
dries clothes while they are hanging in a closet. 

The new type of refrigeration, Kline explained, is 
achieved through an application of a 80-year old prin- 
ciple of physics known as the Peltier Effect. He said: 

“If you weld together two wires of different metals 
and pass an electric current through them the junc- 
tion will become hot when the current flows in one 
direction. But it will become cold when the current 
flows in the opposite direction. Multiply this effect 
sufficiently and you have refrigeration without any 
motor or compressor.” 

This makes possible refrigerated drawers, which 
can be tucked away anywhere in the house—such as 
in Kline’s portable or built-in “work units.” These 
units include: 


e A center which keeps packaged foods frozen until 
by a pre-selected timer, any four are automatically 
moved from the freezer to one of four ovens, where 
each is cooked. 

e A unit which is a serving buffet, bar, combination 
dish storage and dishwasher. 

® Units which are for mixing, food preparation and 
cooking. The portable cooking unit also contains 
refrigerated sections. 
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Yours for the asking, Mr. Dealer... 
all the Certain-teed and Bestwall 
sales and merchandising helps you 
can use... colorful, compelling store 
signs, floor racks, window streamers, 
and point-of-sale displays . . . good- 
will giveaway items like plasterers’ 
caps, samples, and signs for job sites 

. . catalogs, ad-mats, stuffers and 
radio spots for your own advertising 
and promotion. Carpenters’ aprons 
are also provided at cost, imprinted 
with your name and address. 


All this...and more...to help you 
sell quality Certain-teed and Bestwall 
building products .. . profitably. Ask 
your Bestwall Certain-teed supplier 
for full details. 


ALL FOR 


BESTWALL CERTAIN-TEED SALES CORPORATION 


120 East Lancaster Avenue, Ardmore, Pa. 
EXPORT DEPARTMENT: 100 East 42nd St., New York 17, N.Y. 


ASPHALT ROOFING @ SHINGLES ¢ SIDING « ASBESTOS CEMENT SHINGLES AND SIDING « GYPSUM 


e G) PLASTER © LATHe WALLBOARD © SHEATHING » ROOF DECKS « FIBERGLAS BUILDING INSULATION 
CT Qifi- (a4 AND ROOF INSULATION 
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| NOW...STEP INTO 

| -BIG-VOLUME 

| REMODELING SALES 
with U.S.G’s plan for 

















a better payoff! 





Remodeling sales are up three 
billion dollars over last year— 
now larger than all new home 
building—sales that can give you 
by far your biggest profit 

per dollar. It’s the big, long- 
profit market that U.S.G. is 
ready to help you reach with a 
new 1958 advertising program. 
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1955 1956 1957 ~—sc est) 1958 This complete dealer’s 
NEW HOME SALES DOLLARS 1 <7 merchandising plan features 
REMODELING SALES DOLLARS gs mmmmmme =POPULAR HOME and THE 
BUSINESS OF FARMING— 
big, colorful, expanded to 24 pages. These are your own magazines, directed 
to your top prospects. Six big issues for 1958 include your name on 
both front and back covers. They’re packed with interesting full-color pictures, 
articles, do-it-yourself projects and remodeling ideas—all designed to sell 
remodeling activity .. . to sell your products ... to sell YOU as 
Home Improvement Headquarters. 
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Year-long display material, complete with plans and idea folders are included, 
FREE, to draw traffic into your store. If you act now, you can get in on 
this proved and tested promotion that Advertises, Informs, Merchandises. 
AIM to get the most from your investment. See your U.S.G. representative 
now for complete details. 









UNITED STATES GYPSUM 
The Greatest Name in Building 











REPRODUCING PUNCHED CARDS is a simple matter with this 
unit. Order quantities are reproduced into item billing cards 


from master cards by depressing single key. The unit then sets 


What Punched-Card Accounting Did for Us 


Vore information, greater accuracy. faster computation 


add up to greater overall efficiency for Wisconsin firm. 


By Bob Paulsen, Secretary 
M. H. Paulsen Lumber Co. 
Milwaukee, Wis. 


In 1955, when the writer read 
in American about 
punched-card accounting for lum- 
ber dealers, his first reaction was 
that such a degree of mechanization 
would be far too expensive for 
M. H. Paulsen Lumber Company. 
However, when we investigated we 
found that this type of moderniza- 
tion was by no means financially 
prohibitive. 

Our company has been in busi- 
ness at the same location for 3 
years. Originally a three-man op- 
eration, the firm now has 16 full- 
time employes; current sales ap- 
proximate one and a half million 
dollars annually. 


Lumbe rman 
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Until about eight years ago, all 
of our posting was on a manual 
basis. Then for a while, a small 
desk model machine was_ used. 
Neither of these methods was ade- 
quate and as business volume in- 
creased, they became less so. 

Having determined that punched- 
ecard accounting was well within 
our means, we immediately investi- 
gated the possible conversion of all 
invoicing, credit memos and state- 
ments to machine procedures. Rem- 
ington Rand specialists helped with 
preliminary detail work, including 
the education of all concerned in 
resolving the new methods with the 
peculiarities of the lumber busi- 
ness. 

We sell 1,800 different products 
on which we must maintain three 
price break-downs covering retail 


up the balance of the billing card automatically, eliminating the 
need for a manual punching operation. 


and contract customers, as well as 
competitors. The standard for the 
lumber business has always been to 
establish prices on a per-thousand 
board foot basis. 

Unit pricing. One of our major 
problems in changing to punched- 
card accounting was to convert to 
unit pricing in connection with our 
retail business. This was accom- 
plished through mathematical work 
before producing the punched mas- 
ter cards. We retained the per- 
thousand board foot system for con- 
tract and competitor accounts. 

Through the use of the Card-o- 
Matic Punch, our billing is com- 
pleted with a minimum of proce- 
dural complications and time. Or- 
ders received are handwritten, as 
done previously. Most of them are 
received by telephone. 

When an order has been filled, it 
is checked for odd items that may 
not be contained in our master file. 
These are priced and checked, after 
which the customer number is put 
on the order. A visible Lindex file 
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TUB Fite in which the master cards are housed. Operator can 
transcribe data from incoming orders to punched cards without 


leaving her seat. 


contains the customer number list. 

In the tabulating department, 
header cards are pulled and inter- 
filed with the orders. Then the en- 
tire stack goes to the Card-o-Matic 
operator, who reproduces the head- 
er cards and pulls the appropriate 
item master cards, which are ex- 
tended both as to price and board 
footage. Five quantities are rep- 
resented on item master card. 

The operator then inserts the 
item master card in the Card-o- 
Matic and selects the correct quan- 
tity field, to match the quantity 
shown on the order, by depressing 
a single key. The machine then 
automatically reproduces into a bill- 
ing detail card the following: 

1. Quantity; 2. Complete prod- 
duct description; 3. Description of 
the units sold (pieces, board feet 
or square feet); 4. Price (per unit 
or per’ thousand board feet); 5. 
The numerical product code for the 
product description; 6. Extension 
of the board footage, if any; 7. Ex- 
tension amount; 8. Customer num- 
ber; 9. Dat2 of the transaction. 

Summary card details. On com- 
pletion of the Card-o-Matic opera- 
tion for each order, the cards are 
ready to prepare invoices, which is 
done automatically on the tabulator. 
During the invoice writing, the 
summary punch attached to the tab- 
ulator automatically produces an 
accounts receivable summary card. 
This contains the following infor- 
mation for each invoice: 1. Cus- 
tomer number; 2. Invoice date; 3. 
Reference or invoice number; 4. 
The word Invoice to appear on the 
statement; 5. Accounts receivable 
amount. 

This process is then duplicated 
for credit memos, where the ac- 
counts receivable posting is a credit 
to the customer’s account. For cred- 
it memo purposes, the accounts re- 
ceivable card contains the following 
information: customer number, 
date of credit memo; reference or 
credit memo number; the words 
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“credit memo, credit amount to 
customer’s account.” 

The accumulated accounts receiv- 
able cards, both for credit memos 
and invoices, are sorted together 
with the header cards by customer 
number, then fed into the tabulator, 
which prepares the statement of ac- 
counts. After the statement run, 
header sets are removed and a list- 
ing of the outstanding accounts re- 
ceivable cards gives us a trial bal- 
ance. An accounts receivable control 
is established daily by adding the 
total amounts of invoices written. 

When customer payments are re- 
ceived, accounts receivable are re- 
duced by pulling from the accounts 
receivable file all the cards for in- 
voices being paid. On partial pay- 
ments, a new card is punched for 
the unpaid balance. This method 
allows us to use an open item state- 
ment showing all unpaid invoices, 
which includes the date of the orig- 
inal purchase. It also enables us to 
age accounts receivable before the 
statement run, with totals unpaid 
for all past months for each cus- 
tomer. The statement is prepared in 
the same manner. 

Product breakdown. Sales dis- 
tribution statistics are also ma- 
chine-produced. At the end of each 
month the billing detail cards are 
sorted by product number and the 


TABULATOR PREPARES AUTOMATICALLY such paper work as 


invoices, credit memos and sales distribution reports. 


total sales figure is broken dowr 
into 11 categories, giving the 
amount of sales and credit memos 
in each. 

Next, these are further broker 
down by account number to show 
board footage and dollar volume ir 
retail, contract and competitor 
change and cash sales. Concurrent- 
ly, we produce a sales report show- 
ing the quantity of each item sold 
for the period. 

When we started operating the 
new system we adapted it to taking 
a physical inventory. A master card 
for each product was reproduced 
and interpreted with the product 
description printed right on it 
These were supplied to yard person- 
nel, with instructions to hand-writ¢ 
the quantity on hand on each prod- 
uct card. Thus, we acquainted yard 
personnel with the new descriptions 
and can arrive at the dollar volume 
of the inventory through simple 
machine extensions. 

We have come a long way with 
utilization of our punched-card 
equipment, but we do not feel we 
have by any means exhausted its 
potentiality. One additional area of 
use we are about to enter is ac- 
counts payable. This procedure will 
be complete, straight through to the 
checks automatically and the pro- 
duction of a check register. 





Our pricing is more consistent. 


repetitive double calculations. 





Benefits Summarized 
Automatically prepares accurate invoicing and statesments. 


Gives us new information on sales distribution and accounts receivable. 


Reduces —- fatigue, which resulted from necessity for making 


Summarizing: introduced a new degree of efficiency into our overall 
operation. Gives us much-need detailed reports. Makes it easier for 
us to keep up with increased business. 











MECHANICAL HANDLING—UNIT SHIPMENTS 





Mills Cooperate With Dealers in Unit Shipments 


Here is list of cooperative mills and lumber 
wholesalers who will provide unitized strapped lum- 


ber shipments to dealers. 


Yards receiving these 


loads are requested to report condition to NRLDA. 


In a joint testing program spon- 
sored by the National Retail Lum- 
ber Dealers Association and the 
National Lumber Manufacturers, 
lumber mills listed below are ship- 
ping unitized (strapped) loads to 
dealers asking for this service. 

In return, retail dealers are re- 
quested to report receipt of unit 
load cars, including condition of 


the lumber, to NRLDA. Reporting 
forms for this purpose are avail- 
able from Robert B. Brown, mate- 
rials handling director, NRLDA, 
302 Ring Building, 18th and M 
Streets, Washington 6, D. C. 
Brown reported that as of Sep- 
tember 15, forty-eight cars have 
been ordered or reported by cooper- 
ating dealers. Conditions of some 


of the cars received indicated im- 
provements in loading techniques 
are needed. The industry-wide test 
will continue through the winter. 

Brown calculated that an un- 
loading saving of $50 a car can be 
achieved through unitized_ ship- 
ment methods. On the basis of ap- 
proximately 767,000 lumber cars 
shipped in 1956, this could total 
about $38 million unloading sav- 
ings. 

Newest developments in rolling 
stock for lumber will be on display 
at the 1957 NRLDA Exposition in 
Philadelphia, Nov. 4-7. 


NLMA-NRLDA TEST 


SHIPMENT PROGRAM 


Cooperating Lumber Mills 


ADDR 


ESS 


ALABAMA 


The Allison Lbr. Co., Inc. 

W. E. Belcher Lbr. Co., 
Inc. 

Ray E. Loper Lbr. Co., Inc. 

McShan Lbr. Co., Inc. 

Miller & Company, Inc. 

T. R. Miller Mill Co. 

Scotch Lbr. Co. 

W. T. Smith Lbr. Co. 

Herman A. Keeton Lbr. 


ARI 


Southwest Lbr. Mills, Inc. 


ARK 


Fordyce Lbr. Co. 

W.S. Fox & Sons 
Reynolds & Draper Lbr. 
Southern Lbr. Co. 
Urbana Lbr. Co. 
Crossett Lbr. Co. 
Dierks Forests, Inc. 


Bellamy 
Centreville 


MN 


esleslasleclecleclectilecles 


Tuscaloosa 
McShan 
Selma 
Brewton 
Fulton 
Chapman 
Red Bay 


MRARRNRNM 
SOOO ts 


ZONA 


P.O. Box 908, 
Phoenix PP-WF-DF 


ANSAS 


Fordyce 

Pine Bluff 

E] Dorado 

Warren 

Urbana 

Crossett 

810 Whitting- 
ton Ave., 
Hot Springs 


SPECIES* 





SPECIES CODE 


SOFTWOODS CODE 


Incense Cedar 

Inland Red Cedar 
Western Red Cedar 
Tidewater Red Cypress 
Yellow Cypress 
Balsam Fir 

White Fir 

Douglas Fir 

Eastern Hemlock 
West Coast Hemloc} 
Larch 
Arkansas Soft Pi 
Idaho White Pin 
Lodgepole Pine 
Northern White Pir 
Norway Pine 
Ponderosa Pine 
Southern Pine 
Sugar Pine 
Eastern Spruce 
Engelmann Spruce 
Sitka Spruce 
California Redwood 
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IDENTIFICATION 
HARDWOODS 


Ash 
Basswood. 
Beech 
Birch 
Cottonwood. 
Cherry 
Elm... 

Soft Elm 
Black Gum 
Red Gum 

Sap Gum 
Hickory. 
Hard Maple 
Soft Maple 
Red Oak.. 
White Oak 
Pecan. . , 
Yellow Poplar 
Sycamore , 
Walnut 


CALIFORNIA 


Winton Lbr. Co. 
Winton Lbr. Co. 

Black Diamond Lbr. Co. 
Georgia-Pacific Corp. 


Hich Sierra Pine Mills, 
Inc. 
Dant & Warnock, Inc. 


Loveness Lbr. Co. 

Michigan-California Lbr. 
Co. 

Pickering Lbr. Corp. 

Pine Mountain Lbr. Co. 

Trinity National Lbr. 
Corp. 

McCloud River Lbr. Co. 

Nettleton Forest Products, 


Inc. 
Holmes Eureka Lbr. Co. 


Diamond 
Springs 
Martell 


P.O. Box 50, 
Perkins 
Feather Falls 


Oroville 


855 Santa Cruz 
Menlo Park 
Box 45, Canby 
Camino 


Standard 
Yreka 
Fort Seward 
& San Rafael 
McCloud 
Redding 


1430 Russ 
San Francisco 


GEORGIA 


Augusta Hardwood Co. 
Reynolds & Manley Lbr. 
Alexander Brothers Lbr. 
Shepherd Lbr. Corp. 

L. B. Springle Lbr. Co. 


Cal-Ore-Ida Lbr. Co. 
The Ohio Match Co. 


Potlatch Forests, Inc. 


St. Maries Lbr. 


Augusta 
Savannah 
Columbus 
McRae 
Gainesville 


IDAHO 


Boise 
P.O. Box 272, 
Coeur d’Alene 
Lewiston 


St. Maries 


ILLINOIS 


North Branch Flooring Co. 


2415 Barry, 
Ave., 
Chicago 


LOUISIANA 


Frost Forest Products 
Martin Timber Co., Inc. 
Roy O. Martin Lbr. Co., 
The Urania Lbr. Co. 


Shreveport 

Caster 

Alexandria 
Urania 


PP-SP-WF- 
\F 

PP-SP-WF- 
)F 


PP-SP-WF- 
DF-IC 


I 
PP-S 
DF 
PP-SP-WF- 
DF 


WF-TC-PP 
PP-SP-WF- 
DF-IC 
PP-SP-WF-IC 
PP-WF 
DF-WF 


SP-DF-PP- WF 


(remanufac- 
turing) 


PP-DF 
IWP-ES-WF- 
L-DF-IRC 
PP-IWP-ES- 
WF-L-DF- 
IRC 
DF-WRC-WL- 
PP-IWP-WF 


No. 
Hardwoods, 
Softwoods 


SYP 
SYP 
SYP 
SYP 
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MICHIGAN 


Michigan Pole & Tie Co. Newberry No. Woods 


MINNESOTA 


3100 W. Lake PP-SP-WF- 
St., Minne- DF 
apolis 

First National PP-IWP-ES- 
Bank Bldg., WF-L-DF- 
St. Paul IRC 


Winton Lbr. Sales Co. 


Weyerhaeuser Sales Co. 


MISSISSIPPI 


Crosby Lumber & Mfg. Co. Crosby 
A. DeWeese Lbr. Co. Philadelphia 
International Paper Co. Quitman 


MONTANA 
Whitefish 
Plains 
P.O. Box 1433, 


Missoula 
Libby 


ES-L-DF-LPP 
PP-IWP-ES- 
WF-L-DF 


PP-ES-L-DF 
PP-IWP-ES- 
L-DF 


Glacier View Lbr. Co. 
Diehl Lbr. Co., Inc. 


Intermountain Lbr. Co. 


J. Neils Lbr. Co. 


NEVADA 


P.O. Box 649, PP-IWP-SP- 
Reno WF-DF- 
LPP 


Tahoe Timber Co. of 
Nevada 


NEW MEXICO 


Raton PP-DF 
P.O. Box 13864, PP-ES-WF- 
Albuquerque DF 


Cal-Ore-Ida Lbr. Co. 
Duke City Lbr. Co. 


NEW YORK 
30 Church St., PP-WF-L-DF 


New York 

Ft. Edward NWP-RO-HM- 
Bi-Ba-SM 

N. E. species 
EH-NWP-Be- 
Bi-HM-Sm- 
RO-WO 
N. E. species 
N. E. species 


J. Herbert Bate Co. 
Pennyork Lbr. Co. 


Essex 
The Glen 


Champlain Industries 
McPhillips Bro. 


Watertown 
New Rochelle 


Harroun Lbr. Corp. 
Plunkett-Webster 


NORTH CAROLINA 


Hutton Bourbonnais Co. Hickory 


OREGON 


Wallowa 

Equitable 
Bldg., Port- 
land 

Klamath Basin Pine Mills P.O. Box 1051, PP-SP-WF- 
Co. Klamath Falls DF 

Modoc Lbr. Co. P.O. Box 152, PP-IWP-SP- 

Klamath Falls WF-DF 
Willamina DF 
Coos Bay DF-WH 
Toledo DF-WH-SS 
Wauna (Preservative 
Treated 
Lumber) 

F 


PP-WF-L-DF 
PP-SP-WF- 
DF-IC 


J. Herbert Bate Co. 
Georgia-Pacific Corp. 


Willamina Lbr. Co. 
Georgia Pacific Corp. 
Georgia Pacific Corp. 
Koppers Co., Inc. 


Dillard 
Medford 
Portland 
Dexter 


Paul B. Hult Lbr. 
Elk Lbr. 

Pope & Talbot, Inc. 
Kimball Bro. Lbr. 


DF-SP-PP-IC 
DF-WH 
DF-WH-WRC 


SOUTH CAROLINA 


Moncks 
Corner 
Hollv Hill 
Mullins 
Russellville 
Sumter 


Flack-Jones Lbr. Co., Inc. 


Holly Hill Lbr. Co. 
Mullins Lbr. Co. 
Russellville Lbr. Co. 
Russellville Lbr. Co. 
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TENNESSEE 


E. L. Bruce Co. Memphis 


TEXAS 


Tenaha 
Jasper 


Andersen Mfg. Co. 
Ealand Wood Lbr. 


VERMONT 


A. Johnson Co. Bristol N. E. species 


VIRGINIA 
Union Bag-Camp Paper Franklin SYP 
Corp. 

Williams & McKeithan Lynchburg SYP 
WASHINGTON 

P.O. Box 2207, 

Spokane 

Everett 


Herbert A. Templeton 
Lbr. Corp. 
Koppers Co., Inc. 


PP-L-DF 
(Preservative 
Treated 
Lumber) 
DF-WH-WRC 
DF-WH-SS- 
WRC 


Everett 
Tacoma 


Summit Sales Co. 
Weyerhaeuser Sales 


WISCONSIN 
Hutchison Log & Lbr. Co. Prairie du 
Chien 
Neopit 
Phelps 


No. Woods 


No. Woods 


Menominee Indian Mills 
No. Woods 


C. M. Christiansen Co. 


COOPERATING WHOLESALE LUMBER DEALERS 


NAME 


Bishop-Roney Lbr. Co. 
Carter Lumber Sales Co. 


George N. Comfort Lbr. Co. 


Continental Forest Prod- 
ucts Co. 

Dealers Warehouse Supply 

A. C. Dutton Lbr. Corp. 


Empire Lumber Co. 
J.J. Fitzpatrick Lumber 


Co., Inc. 
Great Lakes Distributing 


Corp. 
Harroun Lumber Corp. 


Krueger-Broughton 
Lumber Co. ; 
Magee-Fine Lumber Co. 


Guy F. McDonald Lbr. Co. 


Morrill & Sturgeon Lbr. Co. 


Moses & Cline Forest 
Products 
North Pacific Lbr. Co. 


Northwest Lumber Co. 
Oregon-Pacific Lumber Co. 


Palburn, Inc. 


Pinecrest Lumber Co. 

Plunkett-Webster Lumber 
Co., Inc. 

Putnam Lumber Co. 

The St. Maries Lumber Co. 

Schultz, Snyder & Steele 
Lumber Co. 

Robert J. Stalker, Inc. 


Vanderhoff Lumber Co. 

Western Lumber, Inc. 

Wheeler Lumber Bridge 
& Supply Co. 

Martin Weigand, Inc. 


E. J. Stanton & Son 


ADDRESS 

Starks Bldg., Louisville, Ky. 

Bay Ave., Port Newark, N.J. 

3592 Lee Rd., Cleveland, O. 

P.O. Box 710, Cedar Rapids, 
Iowa 

300 S. 6th St., Arlington,Va. 

8 Catharine Street, Pough- 
keepsie, N. Y. 

23 N. Franklin St., Grand- 
ville, Michigan 

5001 University Avenue, 
Madison, Wisconsin 

1535 S. Main Street, South 
Bend, Indiana 

Woolworth Building, Wa- 
tertown, N. Y. 
226 Foshay Tower, Minne- 
apolis, Minn. . 
515 Lyons Avenue, Irving- 
ton, N. J. 

3033 Excelsior Blvd., Minne- 
apolis, Minn. 

721 Yeon Blidg., Portland, 

4914 Greenville Ave., Dal- 
las, Texas 

1505 S.E. Gideon Street 
Portland, Oregon 

50-26th St., Pittsburgh, Pa. 

3015 N.W. Industrial Street, 
Portland, Oregon 

493 Franklin Street, Buf- 
falo, N. Y. 

811 E. 111th, Chicago, Ill. 

271 N. Avenue, New Ro- 
chelle, N. Y. 

Box 928, Jacksonville, Fla. 

Box 607, St. Maries, Ida. 

610 E. Grand River Ave., 
Lansing, Michigan 

89 Pearl St., South Brain- 
tree, Mass. 

826 Spitzer Bldg., Toledo, O. 

P.O. Box 28, Medford, Ore. 

2660 Fleur Drive, Des 
Moines, Iowa 

603 S. Capitol Street, Wash- 
ington, D. C. 

P.O. Box 3816 Terminal An- 
nex, Los Angeles, Calif. 
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MICROPHONE IN HAND, 
O'Connor relays a customer's 
phone call to salesman's mobile 
transmitter after checking on in- 
tercom with the warehouse. Map 
on wall shows radio car loca- 
tions 


L. A. SHIMP, Moser salesman, checks in 
with the office on a customer's order. 
Note compact transmitter-receiver equip- 
ment mounted here. 


Two-Way Radio Saves Dealer’s Time 


For only $1.78 per day for each unit, this investment 


more than pays its way for Illinois dealer. 


L. A. “Bud” Shimp, salesman for 
Moser Lumber, Inc., Naperville, IIl., 
walked over to his parked car. The 
contractor on whom he had been 
calling followed close behind. 

“Tell them I need those extra 


32 


2x4s right away this afternoon to 
finish framing this house,” the con- 
tractor said. Shimp nodded and 
opened his auto door. Picking up a 
microphone hanging beside the 
car’s ashtray he said: 


“Moser 1 calling Moser base, 
Moser 1 calling Moser base.” 

At once the speaker beside the 
car heater replied, ““Moser base, go 
ahead, Bud.” And Shimp relayed 
the contractor’s rush order for 2x4s 
to the yard via his two-way FM 
transmitter. 

The radio waves traveled from 
his car to the 134-foot tower at 
Moser Lumber, Inc., erected early 
in July, 1957. A truck available in 
the yard was loaded at once and 
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MOBILE TRANSMITTER chassis is bolted 
down out of harm's way in the trunk of 
Shimp's sales car. Only time he sees it is 
when he gets out a sample. 


was rolling to the job within 10 
minutes of the call. Another satis- 
fied customer was kept satisfied. 

Before Shimp signed off, he re- 
ceived instructions via his mobile 
unit to stop at another contractor’s 
job en route to his next scheduled 
call. This saved time coming back 
later, got him to the customer 
sooner. 


Pays for itself. “If two-way 
radio saves us 15 minutes per work- 
ing day for each of our two radio- 
equipped salesmen and our one 
truck with radio, we’ll break even 
on our investment,” says Harold 
Lehman, vice-president and mill- 
work manager, whose special baby 
the FM transmitter project is. 

The only capital investment re- 
quired was the 134-foot transmit- 
ting-receiving tower mounted on 
the lumberyard’s roof. This tower 
gives a normal broadcasting range 
of slightly over 16 miles. 

The main station unit and the 
three mobile units are on a lease- 
purchase plan offered by the equip- 
ment manufacturer. For $122 per 
month on a five-year contract, the 
supplier furnishes the equipment, 
all insurance, all service and spare 
parts, plus initial installation. 

Lehman's arithmetic. “Our $122 
monthly rental divided by three mo- 
bile units is $41 per month,” said 
Lehman. “Figuring an average of 
23 working days per month, this 
gives us a cost per unit per day of 
$1.78. If we can’t make that much 
money through improved service to 
our customers or saving our sales- 
men at least 15 minutes per day, 
we'd better quit.” 

Mike O’Connor, millwork depart- 
ment orderman operates the set and 
keeps track of the salesmen. 

“T keep a little map with markers 
on it to show where each car is,” 
O’Connor said. ‘‘When a car goes to 
a job, I know he’s in the customer’s 
office. If I have to, I’ll call him there 
on the telephone. 

“You don’t need to be a radio 
man to operate the transmitter,” he 
continued. “The supplier arranged 
for our license and his service man 
calls on a regular schedule to check 
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and service the equipment. If some- 
thing needs fixing, he brings us a 
replacement unit while ours is in 
the shop.” 

Uses citizens’ band. Moser Lum- 
ber, Inc., has its FM units operat- 
ing on citizens’ band frequencies of 


450-470 me. Also operating on the 
same band, about 10 miles away 
and clearly audible on Moser’s re- 
ceivers is a gravel plant. The two 
firms are non-competitive; neither 
has enough traffic to interfer with 
the other. 








NEWS & TRENDS 


(begins on page 8) 





room techniques for increasing im- 
provement business. 

Stephan is vice president and treas- 
urer of the Peter Lumber Co., Phila- 
delphia, and has been active in the 
lumber business for 30 years. His 
firm operates seven yards in Pennsyl- 
vania and New Jersey, with emphasis 
on remodeling and home improvement. 


Lu-Re-Co Architect 


Laurence Hig- 
gins has_ joined 
the staff of the 
Lumber Dealers 
Research Council 
as an architect- 
designer for new 
Lu-Re-Co homes. 
He will also con- 
vert plans sup- 
plied by dealers 
and consult with 
retailers merchandising the Lu-Re-Co 
packages. 

He is a graduate from the School 
of Architecture, University of Illinois, 
where he worked part time for the 
Small Homes Council. Higgins was 
graduated with honors and received 
first prize in the Ponderosa Pine com- 
petition in 1953. Since graduation in 
1954 he has served three years in the 
Navy as a commissioned officer. 


Higgins 


LUMBER MARKETS 


TACOMA — The combination of a 
soft lumber market, the Labor Day 
holiday and the local strike of the IWA 
Boemmen and Rafters union has dras- 
tically curtailed lumber and logging 
operations in this area. 

Several operators in the nearby 
Kosmos area, including the U S Ply- 
wood Co. and the Ladd Logging Co., 
a subsidiary of the St. Paul & Tacoma 
Lumber Co., have laid off virtually all 
of their logging crews because stor- 
age space is filled. Such men as are 
working are engaged chiefly in road 
building and other non-productive ac- 
tivities. West Fork Logging Co., a 





When answering advertisements 
please mention 
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subsidiary of the St. Regis Paper Co., 
estimated it has sufficient storage 
space for another two weeks. 


SEATTLE — The beginning of fall 
finds the lumber market here practical- 
ly unchanged with prices and demand 
soft and at the levels of two weeks 
ago. There are no “hot” items. Ideal 
production weather has produced too 
much lumber in spite of efforts to 
curtail. The freight rate increase has 
caused scarcely a ripple and its ab- 
sorption by the low base price of the 
mills seems certain. Plywood manu- 
facturers have curtailed production 
and believe they have their market 
under control. Transits are soft. The 
number out is small, 

Green fir dimension is soft. Both fir 
and hemlock uppers are weak. Hem- 
lock sells at $8 to $10 under fir. West- 
ern red cedar is a little on the firm 
side and % x 6 and % x 8 are among 
the strongest items. Shingles are un- 
changed. No. 2 are steady. No. 3 and 4 
have a good call and both grades are 
being sold for undercoarsing. Pines 
continue soft. No. 4 pine has a fair 
call. Spruce is weak. Kiln dried lum- 
ber is more steady. Pine boards have 
some call. 


SAN FRANCISCO — Strikes and 
“stop work” seemed to be the order of 
the day in northern California, with 
a variety of building trades workers 
being involved in labor disputes. All 
of the work stoppages had a depress- 
ing effect on the lumber market and, 
although many of the workers have 
now started returning to their jobs, 
the effects of their actions will be felt 
for some time to come. 

Lumber prices, however, continue a 
downward trend. Standard and better 
green fir dimension transit cars are 
going at $58 to $60 and green utility 
and better studs are bringing as low 
as $53 and utility 2x4 and 2x6 rang- 
ing from $36 to $40. 


BALTIMORE Southern pine and 
fir prices both are off somewhat to 
what they have been, and there is a 
general tendency toward softness, al- 
though there has been no really 
marked decline at ony one point. The 
increase in freight rates which re- 
cently became effective is holding 
prices up a bit to what they otherwise 
would be. 

The improvement in the softwood 
markets which was expected after La- 
bor Day has not been realized as yet, 
and one of the big factors in keeping 
prices down in the Baltimore area has 
been a decline in commercial building. 
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H. H. NORMAN, president of El Dorado Lumber Co., El Dorado, Ark., points to the 


American walnut panel in his new display which sold the $2,925 job. 


Display helps Arkansas dealer 


Sell $6,000 Worth of Paneling 


Fast return is made on dis- 


play, which cost only $140. 


The way to build sales for new 
and costly building products is to 
display them so the customer can 
visualize them in his own building 
project. H. H. Norman, El Dorado 
(Ark.) Lumber Co., has proved this 
merchandising theory. 

Norman invested $140 with a ply- 
wood manufacturer for a display of 
hardwood plywood in his store; 
within three weeks he had secured 
one order totaling $2,925; in a 
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short time the sales produced by 
this same display had reached near- 
ly $6,000. 

A further dividend is that many 
of these orders, including the first 
big one, came from buyers who 
prior to this time had bought from 
Norman’s competitors. 

Tells about it. When lumber- 
man Norman installed the hard- 
wood plywood display in his store 
he made a point of telling the build- 
ers and architects of El Dorado 
about it. Many of them came to see. 

Architect Marvin Frank, E] Do- 
rado, was at that moment helping a 
motel owner remodel motel garages 


into additional rental units. Work- 
ing with limited space, Frank knew 
the job required some kind of 
“flash” to compensate for lack of 
floor area. He thought El Dorado’s 
paneling display might be the an- 
swer. 

He induced the motel owner to 
view the display. Norman showed 
him the 67 types and species of 
hardwood plywood paneling, both 
finished and unfinished, in panels 
large enough to enable a buyer to 
get a good idea of the completed 
job. 

When the motel man came to the 
E] Dorado Lumber Co., he was a 
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Grading rough lumber. All Pickering lumber is 
graded according to strict Western Pine Associa- 
tion grading rules. 


Since 1894 


PICKERING 


has furnished 
top quality products 


Behind the name Pickering is a rec- 
ord of 63 years of customer satis- 
faction. Pickering has the timber 
resources, the manufacturing facil- 
ities, the ‘‘know how" that combine 
to assure all customers dependable 
quality lumber. 


Pickering is shipping 75 million 
feet annually of ‘GOLD MEDAL" 
lumber and cut stock, in Straight 
and Mixed Cars — 


SUGAR AND PONDEROSA PINE 
WHITE FIR, INCENSE CEDAR 


Lumber 
Cut Stock 
Box Shook 


Write today! Ask for a 
copy of Pickering’s col- 
or Brochure, ‘‘Timber’’ 


es 


PICKERING 


Lumber Corporation 


STANDARD, CALIFORNIA 
(Near Sonora, Calif.) 
Teletype 
Sonora 116-U 


Telephone 
Sonora JE 2-714) 





Showing Pickering’s rough lumber storage sheds, 
holding over 17,000,000 ft. of rough, dry lumber. 





FINISHED WALL in one of the completed 
motel units shows the result, which justi- 
fied owner in spending more than he had 
intended. 


customer of some years’ standing 
of another lumber firm. In addition, 
he believed that some inexpensive 
panel would do the job. 

After inspecting the display, 
however, the motel owner, instead 
of buying an inexpensive unfinished 
paneling at less than 30¢ per square 
foot, bought prefinished American 
walnut plywood at more than double 
that price. 


Sales program. Lumberman 
Norman explained his hardwood 
plywood sales program to American 
Lumberman this way: 

“We made a point of telling the 
trade about the display and invited 
them to see it. The way in which 
the sizeable panels are displayed in 
both unfinished and_ prefinished 
form makes it easy for us to help 
a customer visualize his completed 
job. Then by telling the trade about 
it, we made sure that they would 
bring their customers. 

“We maintain a good inventory 
of species. However, the first order 
on the motel job was for prefinished 
panels, which we ordered out of the 
wholesale warehouse. Delivery took 
about a week, satisfactory to the 
owner. 

“The size of the first order was 
good luck. It doesn’t always happen 
that way. However, the strength of 
the display as a selling tool was 
amply demonstrated by the way in 
which we have been successful in 
selling other jobs, in addition to the 
way in which the customer up- 
graded himself from the cheaper to 
the more costly panel. 

“In addition to the paneling, the 
customer also bought flush doors of 
the same species. This ended up by 
being a very nice sale.” 








More Dealers Than Ever 
are Now Reading 
AMERICAN LUMBERMAN 





Fresh from big success in 
1957, undisputed leader 
in booming swimming 
pool industry announces 
dynamic new program 
for 1958. 


DISTRIBUTORS 


now being selected 
for new 1958 
Motel and Home 


Esther Williams 


Swimming Pool 
Program— 


NOW IN MOTION! 


Big Profit 
Opportunities 


right now in 

booming home and 

motel pool mar- 

kets. Pool heaters 

and advanced design, 

all-concrete, simple 

construction bring 

year-round / 

volume sales. y 
ey 

Coast to Coast NBC-TV program on 

200 stations right now to sell 

pools during lush Fall selling 

season. 


Millions spent on 1957 program 
in LIFE, BETTER HOMES 
& GARDENS, TV, RADIO, etc., 
provide springboard for more 
millions planned in 1958. 


New Motel Program offers wide- 
open profit opportunities start- 
ing at once with fast sales to 
leads from our trade advertising 
and mailings. 


$25,000 to $250,000 Yearly Profit 
potential from five-figure invest- 
ment in self-liquidating inven- 
tory. 

Our New Year Started Labor Day! 
Distributors being appointed at 
rapid rate. ACT Now! 


ESTHER WILLIAMS 
SWIMMING POOLS 


73 Court Street, White Plains, N. Y. 


ESTHER WILLIAMS 
SWIMMING POOL UNITS 
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monthly feature for dealer- fabricators 





Prefabbers Set Up Components Programs 


dim is to offset resistance against rigid packages. One 


manufacturer to produce catalog from which builders can 


order component parts of his choice. 


Writing of the home builder dur- 
ing the late postwar building boom, 
a representative of the prefabri- 
cated home industry said: ‘“Prefab- 
rication answered many of the 
builder’s housing problems, but 
there were often problems in adapt- 
ing a prefabricated package to his 
local market.” 

In other words, the national pre- 
fabber was confronted with prob- 
lems when the bloom was off the 
boom and customers started to de- 
mand more individualized houses. 

The prefabbers’ answer to this 
problem is now evident: They are 
supplementing their whole-house 
packages with a variety of individ- 
ual “component parts’ which the 
builder can use with the basic pack- 
age at will. This is primarily what 
retail lumber dealers offer through 
the Lu-Re-Co (Lumber Dealers Re- 
search Council) system—the meth- 
od which has both the economies of 
pre-assembly plus flexibility of de- 
sign and materials. At least in 
theory the new move on the part of 
prefabricated home manufacturers 
is an acknowledgement of the suc- 
cess of localized component fabrica- 
tion—and a threat of more intense 
competition to the lumber dealer. 

National Homes Corp. and Thyer 
Manufacturing Corp. are the two 
leading prefabbers who have al- 
ready put the component idea in 
action. 

National's "component homes.” 
The new basic house package of 
National Homes includes exterior 
walls of 2x4 studs, a new roof truss 
system and gables available in 
either 3-12, 4-12 or 6-12 pitches. 

To the basic package can be added 
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the following components supplied 
by National Homes: 

Roof plywood sheathing, roofing, 
ceiling insulation, ceiling gypsum, 
sidewall insulation, plumbing, wir- 
ing, heating, fireplaces, air condi- 
tioning, bathroom fixtures, kitchen 
cabinets, electric kitchens, washers 
and dryers, garages and carports, 
wall and floor coverings, various ex- 
terior coverages. A one-year guar- 
antee of all materials and workman- 
ship is given against latent defects. 

-Thyer's plan. The Thyer Manu- 
facturing Corp. of Toledo, Ohio, and 
Collins, Miss., recently created a 
“Modular Building Components Di- 
vision” which fabricates and dis- 
tributes building parts such as wall 
panels of various widths, window 
panels, gable ends, sliding glass 
wall panels, trusses, heating-cool- 
ing combinations, plumbing walls, 
fireplaces and staircases. 

The components setup is separate 
from the complete packaged Thyer 
homes. It is termed as a division 
to “fabricate and assemble build- 
ing modules for every conceivable 
home building requirement.” The 
standard denominator of design is 
16 inches. Builders can order small 
or large panels as they prefer. 
There are three groups of compo- 
nents: wood structural parts, in- 
terior wood finished products and 
mechanical products. The company 
is publishing a catalog of compo- 
nent parts from which the builders 
order. 

Among the mechanical compo- 
nents is said to be a prefabricated 
fireplace now in production which 
consists of basic fireplace unit, 
flues, roof housing, mantel, mantel 
facing, hearth, screen and gate. 


Such specialties as cupolas are 
also furnished—in fact most of the 
products ordinarily supplied by re- 
tail dealers. 


Builder erectors. The introduc- 
tion of components as distinguished 
from a rigid packaged house means 
that prefabbers will concentrate 
more on getting local builders as 
agents because of the need for more 
custom installation at local level. 
The Prefabricated Home Manufac- 
turers Institute recently launched 
a series of seminars aimed directly 
at home builders, as reported in 
August 19 American Lumberman 
(p. 18). 

Whether or not the sale of com- 
ponents from distant points can 
compete with components made or 
supplied locally remains to be seen. 
The prefabbers’ well-known aid in 
financing, however, will still be 
powerful sales ammunition in their 
bid for builder business. 





Three Lu-Re-Co Programs 
Reported in Next Issue 


While prefabricated manufac- 
turers are adding component parts 
to their packaged house programs in 
an effort to be flexible as reported 
above, retail lumber dealers are 
vigorously setting up controlled-sale 
home programs involving Lu-Re-Co 
and other pre-assembly methods. 

One area in home building which 
is being tapped by Lu-Re-Co dealers 
is the "'finish-it-yourself"" home mar- 
ket. In the next issue of American 
Lumberman will be three case ex- 
amples, from California, Maine and 
Florida. 
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NEW /UFKIN WE6EOO 





Quick SERVICE MERCHANDISER 


- Ey L y Profits... more sales in less cicix 


BLADE CAN BE NEW MERCHANDISER, NEW PACKAGE, MAKE 
EXAMINED A COMPLETE, INTEGRATED TAPE RULE DEPARTMENT. . . 


WHILE IN ou . : ‘ - . . ee 
an attractive, substantial, stocking-selling merchandiser and a mini- 


PACKAGE 
New package is colorful, g mum balanced assortment of Lufkin White Clad Mezurall tape rules 
informative, displays ; , in the new Self-Demonstrating package .. . all are yours for less 
or Oe Sepeere than your regular cost for the tape rules alone. 

bins. Pilferage-free . . SELF DEMONSTRATING 


ideal for self service. PACKAGE 
' THIS IS YOUR BALANCED W600 ASSORTMENT 


REGULAR ('2’‘ WIDE) MEZURALLS 


W926 6 Foot @ $4.90 
W928 8 Foot @ 

on eer Sere lp em: 23 W9210 10 Foot @ 

diser is of rugged stool re $f: gees w9212 12 Foot @ 

construction. Beautifully 

lithographed display HANGS ON WALL OR SUPER (24’' WIDE) MEZURALLS 


panel. Leg assembly for PEGBOARD 
W9310 10 Foot @ $2.38.. ree wg 


free standing display in- 
W9312 12 Foot @ $2.89..... $5.78 


cluded. Occupies only 


11%” x 21” of wall 
meen, Or 6h? 2 21° 8 j TOTAL LIST PRICE $40.00 
counter space. 1 W601 Merchandiser ($3.50 Value) N/C 


your cost (Less 35%) .... $26.00 
STANDS ON COUNTER OR 


ar W601 Merchandiser Only Available at $3.50 
ORDER FROM YOUR WHOLESALER 


THE J{UWFKIN RULE COMPANY (7 


SAGINAW, MICHIGAN ) Advanced Course in 
Hardware Retailing 
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American Lumberman AD service 





Ad Layouts for Promoting Insulation 


Two basic advertising appeals for selling more insu- 
lation are shown on this page. The ad layout on the 
left discusses with the reader the low cost of insula- 
tion for the typical home and the fuel savings that are 
realized. The second layout on the right stresses only 
comfort and fuel savings with the price for the job 


SIGNATURE CUT HERE 


Only 00 to 
insulate typical home 


Yes, insulation costs so little .. . and the job is so 
easy ... that no homeowner can afford to be without 
this modern home improvement! 

Insulation pays for itself in fuel savings. And it 
pays you dividends as long as the house stands... in 
family health protection, a cooler home in summer, 
a warmer home in winter. 


(brand, type, thickness) for 20’ x 30’ attic . 
(brand, type, thickness) for 20‘ x 30’ attic . 




















for 20’ x 30’ attic 
500 


How much to insulate YOUR home? 
TWO WAYS TO FIND OUT! 


1. Phone 0-000 and ask for Mr. ieee . He'll 
give you prompt estimate. 


2. Fill in this coupon and mail to (your name). 
NAME... = en 
ADDRESS dean 


SIZE OF ATTIC... 
(Send sketch if attic is irregular shape) 


YOUR NAME 











minimized. 

Illustrations for these ads are from the ADservice 
mat service now available from American Lumberman. 
Please note that both layouts are reduced in size. As 
used in a newspaper they would measure 2 column by 
13” in length. 


SIGNATURE CUT HERE 
Cold weather ahead.. 


INSULATE Your ATTIC 
FOR COMFORT and FUEL SAVINGS 


EA 


Insulation pays for itself in fuel savings. And it 
pays you dividends as long as the house stands... in 
family health protection, a cooler home in summer, 
a warmer home in winter. 

















ee eeeeeeees + 


How much to insulate YOUR home? 
TWO WAYS TO FIND OUT! 


1. Phone 0-000 and ask for Mr... 
give you prompt estimate. 


2. Fill in this coupon and mail to (your name). 


.... He'll 





ADDRESS 


PHONE . : SIZE OF ATTIC... 
(Send sketch if attic is irregular shape) 


YOUR NAME 
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TRUCKLOAD OF MATERIALS rol! out of Pio Barretto Sons, Inc., 
Manila. Competing for the road is a popular local mode of 
transportation, a horse-drawn carriage called the calesa. 


m— te 


WOOD IS USED as the principal material in home construction. 
One house completed and one underway are shown here. Most 
houses in the Orient still bar the windows and doors. 


Visit Luis and Ricaido Barretto 


Lumber Dealers 


| 


er - = « 
NATIVE STACKING LUMBER in kiln made of stone. It is fired 


with sawdust and planings. Firm fills large orders for the U. S. 
Navy, which demands kiln-dried lumber. 


in the Philippines 


In Manila, these young brothers have 
their own building mechanics, erecting houses 


that sell for $7,500 to $10,000. 


By Robert Borja 


This is the third in an exclusive American Lumberman 
series on lumber dealers and how they operate in other 
parts of the world. 


Here in the land of Philippine mahogany, a lumber- 
yard is really a feast for anyone who knows and loves 
fine wood. Just their names bring to mind their exotic 
beauty: narra, yakal, kalantas, tindalo, dao—42 differ- 
ent species in all. 

As for Philippine mahogany—that’s a third-class 
wood called red lauan, a dipterocarpaceae to you spe- 
cialists. It’s more open in grain and softer than those 
preferred here. 
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ABACUS TOTALS SALES in the Pio Barretto showroom. Hawaiian 
shirt is typical dress. 


One lumber dealer in the heart of Manila is Pio 
Parretto Sons, Inc. Two brothers, Luis, 21 and Ricaido, 
27, own and operate the yard. It’s a large-scale opera- 
tion covering four hectares (9.88 acres) and employ- 
ing some 90 people to do the cutting, drying, window 
and door construction, also the selling and shipping. 


When I talked to Luis in their showroom, I was 
surprised to see the centuries-old abacus checking up 
sales totals there. Wood is the popular building mate- 
rial in the Philippines and because there is such a 
variety, Luis sells nothing but lumber. Doors and 
windows are made to order; even plywood is sold by 
the hardware dealer. 


Wage scales. Luis employs 13 office workers, who 
average $300 per month working an eight-hour day, six 
days a week. These workers are not organized like 
the yard men who make a peso an hour or $4 a day. 


Like many lumber dealers in the United States, Pio 
Barretto Sons also act as contractors. This is the cus- 
tomary routine by a prospective home builder: after 
determining the general style, the home prospect goes 
to an architect, who sketches plans for approval. The 
plans are submitted to city hall for approval and vari- 
ous licenses. Then, as in the States, a contractor sub- 
mits his bid and in due time there is another home- 
owner in Manila. 


With so much custom building, the design of a house 
can vary from Spanish baroque to international mod- 
ern. The peak season is after Christmas until the 
rainy season sets in around June. The average house 
is usually three or four large rooms of about 20’x25’. 


Cost of the average house built here runs from 


WRITER ROBERT BORJA poses beside a piece of white lauan 


wood, rugh-hewn in the forest. 


$7,500 to $10,000. The fellow buying the $10,000 house 
is usually making $350 to $400 per month. Below this 
are the $150 to $200 per month salary people who are 
the apartment dwellers. 


Don't do-it-yourself. Do-it-yourself is a mystery 
to the Filipino, whose attitude is, ‘‘Why do-it-yourself 
if you can possibly avoid it?” Consequently, any build- 
ing and any repairs of say $50 and over is all done by 
hired labor. 

“When we are busy,” Luis says, “we may work two 
shifts and our eight trucks are kept busy.” 

As you may expect in the Philippines, there are 
rules, but an old, friend—which it is very easy to 
become—can break them all, even get a single stick of 
lumber delivered free if he wishes. This holds true in 
prices, too. There is an accepted going price from yard- 
to-yard and no competition—except that an old friend 
will get a better price. 

Narra is their most prized wood. The famed iron 
wood is also found here. A nail, by the way, must be 
stronger to cope with these harder woods. 

The effects of war are almost gone. I saw Manila in 
ruins in 1945. But in the last 11 years, she has snapped 
back to a thriving cosmopolitan port. The stores are 
full. The lumber business is brisk and building prod- 
ucts, which are almost exclusively states-side, are 
plentiful. This is the U. S. A. of the Pacific. 

I traveled up and down Luzon and saw the respect 
the Filipino has for American-type progress. They 
speak English, they dress Western and they build 
American. 





NRY, CLAY, 
CONCRETE... 


CONCRETE BLOCK CONSTRUCTION FOR HOME 
AND FARM 


J. Ralph Daizell and Gilbert Townsend . $3.25 
The authors contend anyone can plan and build, 
correctly, a structure from concrete blocks. And 
they proveit. More than a concise, clear explanation 
of block construction for the handyman or novice, 
this book also presents the most efficient methods 
and practical suggestions of value to even experi- 
enced block-layers. Includes a typical job example, 
with step-by-step illustrations. 216 pages. 
AMERICAN LUMBERMAN, INC. 

139 NO. CLARK ST., CHICAGO 2, ILL. 

Enclosed is my check in the amount of $3.25 for the 
above book. 


Name 





Addr 





City, State 
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HANDIEST TOOL IN YOUR YARD 
One man using a WHEEL-IT does the work of a man 
and a truck or two men. 


Send for free information and prices on model 550 
WHEEL-IT lumber buggy. 


HAWKEYE INDUSTRIES, 820 Vivian, Longmont, Colo. 
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DEALER SALES AIDS offered by Zonolite 
Co. to tie in with its fall Operation Re- 
Insulation campaign include this window 
and door display, also direct mail, radio 
transcriptions and spot TV films. 


Zonolite Campaign to 
Stress Re-Insulation 


Operation Re-Insulation is the 
name given to the fall campaign 
of Zonolite Co., Chicago miners 
and manufacturers of vermiculite 
home insulation. Copy stresses the 
need of restoring attic insulation 
which may have been installed at 


insufficient thicknesses, or has set- 
tled or sagged to allow fuel loss, 
reports advertising manager P. R. 
Strand. 

“Lumber dealers are being pro- 
vided with Zonometers to give to 
their customers,” Strand said. This 
is a device to measure insulation 
shortcomings and show homeown- 
ers exactly how many fuel dollars 
they may be wasting. More than 
250 newspapers will carry display 
space during the fall program, 
along with Life, Better Homes and 
Gardens, American Home and eight 
other national magazines. 


Hardware Manufacturer 
Enters Housewares Field 
After 108 years as a leading 
manufacturer of builders’ hard- 
ware, C. Hager & Sons Hinge Mfg. 
Co., St. Louis, Mo., has expanded 
into the housewares field with the 
announcement of an unusual new 
product, the Jiffy Shelf Maker. 
After purchase of the basic pat- 
ent from Target Products Co., Ha- 
ger spent thousands in consumer 


JIFFY SHELF MAKER, Hager's new prod- 
uct, is packed in this powerful impulse 
package designed to sell the housewife 
as well as her husband. Each package 
contains a set of four Jiffy Shelf Makers. 


ment, readying Jiffy Shelf Maker 
for the current dealer introduc- 
tion. The new product enables the 
homemaker to build an_ extra 
closet shelf—without nails, screws 
or tools of any kind and it can be 
installed in five minutes. 


Powers to Direct Bird 
& Son's Dixie District 


Bird & Son’s, Charleston, S. C., 
roofing mill announces the ap- 
pointment of A. K. Powers as sales 
manager of its newly formed Dixie 
District. The new Dixie District, 
which Powers will direct, includes 
the states of Florida, Georgia and 
South Carolina, with headquarters 
in the Atlanta, Ga., area. 











Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE — SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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LUMBER DEALERS! 


SUES 


64 stock sizes avail 


Ll 


Get your share of this profitable business. 


MOVABLE-LOUVERED 


for i 


USTI 


dias, de- 

















livery. No inventory needed! May be in- 
stalled by any home-ewner. Write for price 
list and particulars telling why this is a 
good item for you to handle. 


TUMLOO £20 West 45th Street, New York 36, N. Y. 








woo 
FENCE 


Write For Catalog 


POST and RAIL 
SCREEN TYPE PICKET 
RESIDENTIAL 


SAVE ON TRANSPORTATION 
OUR NEAREST POINT 
YARDS -—Toledo, Ohio WE CAN 
W. VA.-- Bayard, Elkins, SERVE 
Alexander, Webster YOUR 
Springs, Fort Springs TRUCK 
VA.—Clinchburg 
2 im 


WOOD PRODUCTS CO. 


TOLEDO, OHIO 
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COMPANIES ANNOUNCE 


National Gypsum Co., Buffalo, N. Y., announces the 
appointment of Bev Brower to the position of director of 
advertising and sales promotion for the firm. Brower, who 
has been with National Gypsum for four years as general 
commodity advertising manager, replaces J. Douglas Elgin, 
who resigned. 


Delegates from the United States to a meeting in Russia 
recently were Max Pinkerton, president, North Memphis 
Lumber Co. and Gates Lumber Co., Memphis, Tenn., and 
Mark Townsend, president, Townsend Lumber Co.. Stutt- 
gart, Ark. and Townsend-Robertson Lumber Co., Memphis. 
The two lumbermen attended the second session of the 
Joint FAO-ECE Committee on Forest Working Techniques 
and Training of Forest Workers in Moscow, followed by a 
10-day study tour, with visits to the Kremlin, to the Central 
Research Institute of Mechanical and Power Research for 
the Timber Industry and to various places to see timber 
production. 


Howard N. Campbell, Jr., vice-president of the McKinney 
Mfg. Co., Pittsburgh, Penna., has been placed in charge of 
the firm’s research and product development program, and 
William R. Julius, Jr., has been appointed general sales 
manager. McKinney manufactures builders’ hardware and 
related products. 


Carney J. Campion of San Francisco has been named 
secretary of the Redwood Region Conservation Council, suc- 
ceeding Ben S. Allen, who originally selected Campion as a 
field representative in 1951. Allen, in preparation for his 
ultimate retirement, has been named a consultant for both 
the council and the California Redwood Assn. 


Dr. Nicholas V. Poletika, director of research for Timber 
Engineering Co., a research affiliate of the NLMA, Wash- 
ington, D. C., has been named director of research and 
development for the Union Lumber Co., with headquarters 
at Fort Bragg, Calif. Dr. Poletika succeeds Ray E. Shreck, 
who retired recently. 


Charles H. Topping, senior architectural and civil con- 
sultant for E. I. du Pont de Nemours and Co., Wilmington, 
Dela., has been elected president of the Building Research 
Institute for 1957-58. Harold L. Humes, vice-president of 
the Baldwin-Hill Co., Trenton, N. J., was named vice-presi- 
dent. Topping succeeds Edmund Claxton, vice-president, 
Armstrong Cork Co., Lancaster, Penna., who has just com- 
pleted two years as BRI president. 


Plywood Service, Inc., announces the addition to its 
sales staff of Mark S. Bailey. He will have as his territory 
the states of Calif., Nev., N. M., Ariz. and Utah. ... Rose- 
burg Lumber Co. announces the appointment of Dewey B. 
Nelson as its sales representative in the midwest. He will 
cover Pittsburgh and western Penna., Ohio, Ind., Mich., 
Ill., Iowa, Minn., Wis. and Ky. 


President Joseph Zitomer reports that two major plant 
expansion programs have been completed by the Alumatic 
Corp. of America, producer of aluminum combination win- 
dows and doors. One, in Chicago, involved a move to new 
and larger quarters and the other, in Milwaukee, was a 
new addition to the main plant and home office. 


Products Mfg. Co., Miami, Fla., has named James Benja- 
min as its new general manager. He was formerly manager 
of the Lewyt Corp. A large producer of interior wood 
shutters, Products Mfg. has just completed an expansion 
program which involved moving into its new modern plant. 


Two Pittsburgh firms and their Pittsburgh advertising 
agency have won two of the Putnam Awards for outstand- 
ing industrial advertising. Jones & Laughlin Steel Corp. 
was among only three firms in the U. S. to earn highest 
honors. This was for its Ardox spiral nail promotion. 
Westinghouse Electric Corp. was one of seven firms 
awarded a citation for its corporate advertising campaign 
in business publications and on television and radio. 
Ketchum, MacLeod & Grove, Inc., is the Pittsburgh agency 
for J&L and handles Westinghouse corporate and recruit- 
ing advertising. The annual advertising event is spon- 
sored by Putnam Publishing Co., Chicago. 
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Famous 
SYMBOLS 
of 
SERVICE 


in 
REDWOOD 


® Used by permission 


The finest quality deserves 
the finest service. 

NOYO, product of 

Union Lumber Company, 
stands for the finest in 
Redwood. It also stands 
for alert, careful, accurate 
service in handling 

your order. 


Certified Dry 
VG & FG Stock 
All Patterns 
Mouldings 


Make your next 

Redwood order NOYO— 
see for yourself how 
Union Lumber Company’s 
unmatched facilities keep 
true “once a 

Noyo Dealer—always.” 


MIXED CAR 
SHIPMENTS 


Union LumBer COMPANY 


SALES REPRESENTATIVES 


THROUGHOUT THE NATION 


TREE FARMERS AND 
MANUFACTURERS 


FORT BRAGG 
CALIFORNIA 


San Francisco 
Los Angeles 
Park Ridge, Ill. 
New York 


Member California Redwood Association 
Circle No. 14 on Coupon, page 48. 





NEW Mace ul@ ps 


Tool That Planes and Files 


Called Plane-’R-File, a new low-cost 
tool with a two-way handle that per- 
mits use both as a plane and as a file, 
is announced. Designed to have strong 
appeal to do-it-yourselfers and pro- 
fessionals alike, it is equipped with a 
patented blade of specially hardened 
English steel. It cuts fast and leaves 
a smooth, even surface on practically 
any material from soft wood to tough 
steel, says manufacturer. The blade is 
flexible, non-clogging and _ double- 
sided for double life. Millers Falls Co., 
Dept. AL, 57 Wells St., Greenfield, 
Mass. 

Circle No. 201 on Coupon, page 48. 


Improved Handi-calk 

A new calking method, trademarked 
Stop-Flo, is now available with im- 
proved Handi-calk calk cartridges, to 


eliminate dripping and cozing for pos- 
itive automatic stop-and-go calking ac- 
tion, states the maker. New, improved 
Handi-calk with Stop-Flo is said 
to give cleaner, neater calking jobs 
every time, reduce after-clean-up time 
and prevent waste of calk. The Stop- 
Flo method utilizes a flexible plastic 
“button” in the cartridge end to con- 
trol calk flow. Handi-calk Div., Dept. 
AL, 2366 Woodhill Road, Cleveland 
6, Ohio. 


Circle No. 202 on Coupon, page 48. 





Acoustical Formboard 


Acoustical Formboard in a_ 32” 
width to fit 325s” sub-purlin spacing 
is announced. The new board, which 
is recommended only for poured gyp- 
sum roof decks, is 24” long and 1” 
thick, with a tongue-and-groove joint 
along the 32” dimension. The four 
pieces in each bundle of Acoustical 
Formboard cover an area of 42.65 
square feet. Armstrong Acoustical 
Formboard is made of a 4%” upper 


layer of asphalt-impregnated wood- 
fiber insulation board laminated with 
a vapor permeable adhesive to a 1%” 
face of white painted, -wood-fiber 
acoustical material. Armstrong Cork 
Co., Dept. AL, Lancaster, Penna. 
Circle No. 203 on Coupon, page 48. 
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Showerwall Pattern 


Wild grapevines weave a dramatic 
design against a gold threaded back- 
ground for an opulent bathroom de- 
cor in a new Acrylite Showerwall pat- 
tern, Grape Vine, designed by Dru 
Dunn. The Showerwall line, just in- 
troduced by Wasco, offers thirteen 
custom styled shower and tub enclo- 
sures for the home market. Practical 
as well as handsome, Acrylite Shower- 
walls are shatter-resistant, easily 
cleaned and impervious to moisture, 
says manufacturer. Wasco Products, 
Inc., Dept. AL, Bay State Road, Cam- 
bridge, Mass. 

Circle No. 204 on Coupon, page 48. 


Improved Locksets 


Kwikset Locks announces the re- 
sults of a major engineering program 
for the redesign of its “400” line of 
residential locksets. Improvements in- 
clude a new steel housing with per- 


Power Bits 


Fast and straight drill- 
ing, a new series of power 
bits are made to bore clean 
holes in wood, plastics 
and plywood. Stanley 
Tools, div. of The Stanley 
Works, Dept. AL, 111 Elm 
St., New Britain, Conn. 


Circle No. 205 on Coupon, page 48. 
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Ceiling Tile 


Two handsome designer 
patterns, Silver Lace and 
Brush Stroke, have been 
incorporated into new dec- 
orative ceiling tile intro- 
duced by The Celotex 
Corp., Dept. AL, 120 S. 
LaSalle, Chicago, IIl. 


Circle No. 206 on Coupon, page 48. 


Aluminum Panels 


Attractive, personalized 
escutcheons with pattern- 
ed bright aluminum pan- 
els are available for both 
SentryLocks and Aligna- 
Locks in the Sargent 
line. Sargent & Co., Dept. 
AL, New Haven 9, Conn. 


Circle No. 207 on Coupon, page 48. 


Cellar Doors 


New, all-steel cellar 
doors feature a _ super- 
strong spring mechanism, 
permitting effortless open- 
ing and closing of doors. 
Several sizes are available. 
Gordon Mfg. Co., Dept. 
AL, Farmington, Conn. 

Circle No. 208 on Coupon, page 48. 
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KWIKSET Bei Air design 
Entry Lockset 


manently enclosed locking slide and 
spring; a new steel half-round spin- 
dle; a new locking mechanism which 
simplifies cylinder reversing; a new 
heavy duty latch mechanism that re- 
sults in smoother turning action and 
a new method of attaching the knob 
to the rosette to insure greater knob 
rigidity. Kwikset Locks, Inc., Dept. 
AL, 516 E. Santa Ana St., Anaheim, 
Calif. 
Circle No. 203 on Coupon, page 48. 
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Plastic Steve Windows 


A new package and a new lower 
price are combined in Warm Home 
Storm Windows, designed for volume 
sales. The Plastic Storm Windows are 
now packaged in a polyethylene bag, 
brightly printed in red and black with 
a transparent “window” in a simu- 
lated brick home, The silvery plastic 
storm window material shows through 
this “window,” creating a_ strikingly 
realistic effect of a storm window in 
place over an actual pane of glass. 
Central States Paper & Bag Co., Dept. 
AL, 5223 Natural Bridge, St. Louis 15, 
Mo. 

Circle No. 210 on Coupon, page 48. 


Threshold Weather Seal 


A door-to-threshold weather seal 
which can be used on either metal or 
wooden thresholds and provides ab- 
solute protection against winter drafts, 
summer heat, rain, snow, dust and in- 
sects is announced. Called Weather- 
Ex, it is a self-adjusting weather strip 
with five Neoprene fins that seal tight- 
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ly against the threshold, providing a 
positive closure, says manufacturer. 
Easy to install, it simply fastens to 
the bottom of any door which has a 
threshold. Made in 32” and 36” 
lengths, it also is available in other 
specified lengths. Hill & Co., Dept. AL, 
P. O. Box 925, Tulsa, Okla. 


Circle No. 211 on Coupon, page 48. 


Adjustable Metal Shim 


A new adjustable metal shim has 
been developed, which solves unusual 
shim problems and is simple and easy 
to use, maker says. Called the Loxit 
Adjustable Shim SH-25, it provides 
from %” to 2” of shim. A sample may 
be obtained by writing to Loxit Sys- 
tem, Inc., Dept. AL, 1217 W. Wash- 
ington Blvd., Chicago 7, III. 

Circle No. 212 on Coupon, page 48. 


Die-Cast Gus Hooks 


A new economical 3” coat hook, die- 
cast of zinc alloy, is announced, Avail- 
abie in all commercial finishes: lac- 
quered brass plated, nickel or chrome 
plated and Iridite bright finish. Hooks 
are packed 25 per box, with two plated 
flat-head wood screws per hook. 
Chrome-plated hooks are individually 
wrapped. The maker also uses zinc 
alloy for automatic die-casting of such 
additional items as utility hooks, self- 
screw cup hooks, window hardware, 
etc. Gries Reproducer Corp., Dept. AL, 
400 Beechwood Ave., New Rochelle, 
N.Y. 


Circle No. 213 on Coupon, page 48. 
(continued on page 50) 














HARBORS 


LUMBER 
COMPANY 


Aberdeen, 
Washington 


Incorporated 


Manufacturers and distributors of 


West Coast Woods 


Douglas Fir, Hemlock, Cedar 
Pine, White Spruce 


AND SHINGLES 


Each office of Twin Harbors is 
geared to provide fast, experi- 
enced and complete informa- 
tion regarding placement of 
your order. 


BRANCH OFFICES 
CALIFORNIA — Arcata — Menlo Park 
los Angeles 
OREGON — Portland 
NEW YORK — New York City 
MASSACHUSETTS — Medford 
OHIO — Toledo 


MAIL THIS 
COUPON TODAY! 


a Twin Horbors Lumber Compony 
Aberdeen, Washington 

i'd like proof of your quality and service. 
Send name, address of my nearest Twin 
Harbors wholesaler or salesman. 








Firm_ 
Address___ 
City, State 


o 
=< 
| 
| 
| 
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American 
Lumberman 
Classified 


Advertising 





Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

| Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 

Add $1.75 per insertion for blind ads bearing 

box number. 

No agency commission or cash discount 

allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of publi- 
cation. Advertisements are set in uniform 6 
point style. No cuts or special borders allowed. 
Replies forwarded without additional charge. 
Count five words to a line and when less are 
specified or used, regular line rate is charged. 
When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED | 





Assistant. to owner of retail lumber yard, must 
be experienced in lumber, millwork and build- 
ers hardware. Excellent opportunity for the 
right man to take over as general manager. 
Hospital and welfare plan and paid holidays. 
Morris County, N. J. Reply to Box Y-49 Ameri- 
can Lumberman, Inc. 


Band Sawyer — Left Hand Mill — 70,000 it. 
per day Pine Production. Ability to saw for 
grade and special items essential. Old‘ estab- 
lished concern, not selling out, not cutting 
out. Good pay. Retirement Program especially 
attractive to younger man. Pleasant Alabama 
Community. Give age and resume of experi- 
ence and references. Address Box Y-50 Ameri- 
can Lumberman, Inc. 


LUMBER YARD MANAGER 
Aggressive, energetic man to manage com- 
plete home supply yard. Should know lum- 
ber, millwork, plumbing and hardware. Should 
have managerial or supervisory experience. 
Desire and drive more important to us than 
long experience. Salary open. Send complete 
~~ ages to Box No. Y-62, American Lumberman, 
nc. 








Lumberman 

We need a young man with at least three 
years experience in the retail lumber business, 
who is capable of estimating and selling large 
package sales. Opporunities for advance- 
ment are unlimited. Salary commensurate with 
experience. Lark yard doing more than a 
million in volume. Write Box Y-55 American 
Lumberman, Inc. 


SAWYER—Need experienced head sawyer for 
10 ft. band mill, cutting 80% redwood, 20% 
sugar pine, 120M’ per day shift; shotgun feed. 
Write qualifications Box Y-56 American Lum- 
berman, Inc. 





SITUATIONS WANTED 











BOOKKEEPER 


Prefer distribution yard, wholesale or some 
manufacturing. Consider any vacancy. Famil- 
iar lumber terms. Been self employed for 
sometime. Desire otherwise. Middle age. Ad- 
dress Box Y-57 American Lumberman, Inc. 





CAPABLE EXECUTIVE SUPERVISOR 
Young, successfully employed, proven ability. 
Mail details to Box Y-58 pe lb Lenbeseama, 
ne. 





Experienced wholesale and retail lumberman 
desires full management of lumber and build- 
ing material yard in Oregon or California. 
Address Box Y-59 American Lumberman, Inc. 





SALES REPRESENTATIVES 
AVAILABLE 











. — LINE WANTED 

uccessfu isconsin and Upper Michigan 
Specialty Wholesaler — over 350 dealers cn 
ber, Block, Ready-Mix, Paint, Hardware. Es- 
tablished eight years, now ready to promote 
additional line. Address Box Y-44 American 
Lumberman, Inc. 
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SALES REPRESENTATIVES 
WANTED 











Manufacturers Representative — Sliding Door 
Hardware. A leading manufacturer with nation- 
aily known complete line has active territories 
available in Illinois, Wisconsin, Iowa, Minne- 
sota, Nebraska and upstate New York. Experi- 
enced representatives should contact: 


John Sterling Corporation 
Richmond, Illinois 





Manufacturer of a high quality and competi- 
tive line of Cabinet Hardware wishes repre- 
sentation in the following areas: Indiana, New 
York and New Jersey. Our line is sold direct 
to retail lumber dealers, hardware stores and 
kitchen cabinet manufacturers. No jobber ac- 
counts. Please mention lines now handling and 
all particulars in first letter. Address Box Y-51 
American Lumberman, Inc. 





BUSINESS OPPORTUNITIES 








FOR LEASE 


Complete modern 7 foot band sawmill in North 
Louisiana: all necessary facilities. Plenty tim- 
ber available. Can be seen in operation. If 
interested contact Box Y-52 American Lumber- 
man, Inc. 





FOR SALE OR LEASE 


Merced, California, Sawmill on 20 acres. 3 
acre log pond. Buildings of steel construction. 
Yard blacktopped. Equipment includes headrig 
of two 60° circular saws and 24’’ gangsaw. 
Wel! engineered. Can cut in excess of 100,000 
ft. daily. Must be sacrificed to settle estate. 
Inquire MERCED INDUSTRIES, INC., 7544 
Keeler Ave., Skokie, Ill. ORchard 3-665] 





ATTENTION RETAIL LUMBER DEALERS: Add 
Pleasure Boats to your line. Find new custom- 
ers with boats. Enjoy the Boating boom. Boat 
customers buy paints, hardware and other 
products. For the best in boats WILSON 6& 
COMPANY, Nationwide Distributor, P. O. Box 
207 Norfolk, Va. Our firm is experienced in 
manufacture, distribution and sale of boats. 
We sell only the best from the finest boat 
producers, at prices you cannot duplicate. 
Plywood, Fiberglass or aluminum. Enter the 
_~ growing boat market with experienced 
advice. 





WANTED — RAILS 








RAILS, New and Relaying 
Bought and Sold 
1000 Good Serviceable 
Kiln Trucks in stock 
M. K. FRANK 
480 Lexington Ave., New York 17, N. Y. 
401 Park Bldg., Pitisburgh 22, Pa. 


BUSINESSES FOR SALE 








FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming community. Comparatively small 
investment will handle. Owner wishes to re- 
tire. Address Box Y-45 American Lumberman. 
Inc. 


Best building material business in best tourist 
area of Michigan. Modern salesroom and 
warehouse, private siding. Excellent prospects. 
Owner retiring. Will lease land and buildings. 
About sixty thousand will handle stock and 
equipment. Address Box Y-47 American Lum- 
berman, Inc. 





TO SETTLE ESTATE 


Lumber yard and planing mill, estab- 
lished 40 years, in good midwestern 
metropolitan area. Wil] sell inventory 
and all equipment and give long term 
lease on large yard with trackage and 
good truck access. Will make very 
favorable deal to responsibie buyer. 
Facilities will handle $500,000.00 or 
more annual volume. Price $10,000.00, 
plus inventory. Address Box Y-53 Ameri- 
can Lumberman, Inc. 





For Sale—Old established yard, recently mod- 
ernized. Central Kansas farming and oil ter- 
ritory. County Seat Town. Flourishing business. 
Owner wishes to retire account health. Address 
Box Y-60 American Lumberman, Inc. 


FOR SALE 


Profitable, well-established building supply 
and contracting business located near gigantic 
new industrial development and near large 
recreational area. This is in a prosperous 
small town with good labor conditions. Owner 
desiring to retire. Write to Box Y-61 American 
Lumberman, Inc. 


FOR SALE OR LEASE — Hardware — Lumber 
— Building Materials — Coal Yard — Paints — 
Seeds — Appliances — Shop Work —7_ build- 
ings located in busiest intersection of boom- 
ing western North Carolina. Established 12 
years. 1956 sales $190,000. Will lease at $500 
per month, plus inventory price, less 20% or 
$66.200, or sell all for $156,200. Easy terms. 
Owner wishes to retire. Write Harrison Reed, 
Cullowhee, N. C 





FOR LEASE 


Modern millwork plant which can be easily 
converted to furniture plant. Completely 
equipped, 2 moulders, 2 surfacers, straight 
line rip saw, drum sander, shapers, chain 
mortiser, etc. Modern Moore Automatic Dry 
Kilns, 2 track, up to date maintenance shop 
for equipment, sleaby of raw materials avail- 
able. This plant located in Georgia with any 
amount of yard space desired. Can be seen 
in operation any time by appointment. Address 
Box Y-46 American Lumberman, Inc. 
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MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write fer prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





INTRODUCTORY OFFER 


FREE—Latest plete catalog—FREE. Get ac- 
quainted special low prices on full line plumb- 
ing, heating, hardware, specialties. 


SEABOARD PLUMBING SPECIALTY CORP. 
1007 Atlantic Ave. Dept. AL—Brooklyn, N. Y. 


SALESMEN WANTED ALL TERRITORIES 








THE ESTIMATOR 


537 Simplified Tables of Sizes, Weights, Types. 
Uses, Properties and Quantities Required of 
Building Materials, $2.00 postpaid. 


Lowell Roberts, Inc. 
553 Carroll Street, Akron 4, Ohio 





GREEN LUMBER? Nothing is left to chance 
when the dependable portable MOISTURE 
METERis used to efficiently determine readiness 
of material. The new “MUST’’ in the repair 
and construction field. ROOFING & WATER- 
PROOFING ANALYSIS, 240 East 82nd Street, 
New York 28, N. Y. 





USED MACHINERY FOR SALE 








ENGINE FOR SALE 


Left hand, 14x20, Stanwood & Gamble, to- 
gether with all ry ies. First- 
class condition; can be seen in operation until 
September 15th. Will accept pine house build- 
ing as part payment. 

TERZIA LUMBER & HARDWARE, INC. 
Box 1531 Dial FA 3-7796 





Monroe, La. 





TIMBER, RIPPING AND SURFACING UNIT 


Band Saw 64" wheels, 8’ saws 
Knight Carriage, 4 blocks 20 or 36’ long 
No. 1 Boss Timber Surfacer, size 30°'x16"’ 


Other Equipment For Sale 


Berlin Band Resaw, 54°’ Wheels 6" saws 
Ross Carrier, Model 70, 5 ton 

Mall Chain Saw #7 (Gasoline) 3 foot cut 
Monarch Uni-point circular CC Saw 5 H.P. 


OFFICE EQUIPMENT 


Burroughs Moon Hopkins Billing Machine 
Elliott Postal Card Printing Machine 

2 Kardexes - 14 drawers - cards 3x5 

Above equipment in excellent condition 

Now in place with motors, starters, switches 
and fans. 


Bishop Lbr. Co., 2315 Elston, Chicago, III. 





RAILS — FOR SALE 











Reconditioned steel rails, 25% and heavier 
for dry kiln or other purposes. 


Midwest Steel Corporation 
518 Dryden Street 
Charleston 21, West Virginia 





BOOKS FOR SALE 











STANDARD MOULDING BOOK 

j vee $1.00 
Makes it easy to select and order by number 
the patterns you want for any use. Shows over 
250 mouldings in actual size perspective, with 
full detail of outline, and description of di- 
mensions, price and use. 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 
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Eight-Grit Assortment 


To stimulate counter sales of sand- 
paper by helping the customer choose 
the desired grits, an attractive and 
convenient new display rack has been 
developed by Behr-Manning Co. The 
new No. 58 rack occupies only 10%” 
of counter width. Alternatively, it 
may be suspended from stout loops in 
a strut at the top. Overall height is 
32”. Made of steel wire, it exposes the 
sandpaper sheets on all four sides and 
has eight polished shelves to accom- 
modate the eight-grit assortments fur- 
nished variously in all-flint, emery and 
flint, garnet and flint or aluminum 
oxide and flint. Behr-Manning Co., 
Dept. AL, Troy, N. Y 

Circle No. 214 on Coupon, page 48. 





What's Your Answer? 
(Answers on page 50) 


What toy is used as a gimmick by 
the Pacific Lumber Co. in its most 
successful advertising series ad- 
dressed to women? 

Who is offering you a chance to 
step into big-volume remodeling 
sales with a plan for a better pay- 
off? 

What will kitchen cabinets and re- 
frigerator units be like in 1962, 
according to Westinghouse? 

What hardware product is being 
introduced by Hager as a shining 
new “necessity” for 40 million 
homes ? 

Name three ways in which the 
Filipino expresses his respect for 
American-type progress? 

Where may you see the new Yale 
G-3 Series Gas Trucks in action? 

What industry-wide testing pro- 
gram now is being sponsored by 
the National Retail Lumber Deal- 
ers Association and the National 
Lumber Manufacturers? 

What is the purpose of the First 
Annual Congress on Better Living 
to be held Oct. 9-11 at the Shore- 
ham hotel in Washington, D. C.? 

How did punched-card accounting 
help a Wisconsin firm? 

Name five items which the new 
Flintkote self-selling display rack 
can help you to sell. 


Ornamental Iron Finishes 


A new color-chart folder for the 
plastic-base product that was espe- 
cially developed to paint ornamental 
iron is announced. Called “TFC Orna- 
mental Iron Finish,” the pamphlet il- 
lustrates 13 colors on ironwork. It is 
small enough to use as a general en- 
velope stuffer and appropriate space 
has been left for the dealer’s imprint. 
The folder fully describes the unusual 
properties of TFC Ornamental Iron 
Finish. Tennessee Fabricating Co., 
Dept. AL, 1490 Grimes, Memphis 6, 
Tenn. 

Circle No. 216 on Coupon, page 48. 


Try-!t-Yourself Display 


A brilliantly colored display board 
is available to dealers along with an 
order for two dozen or more Bridge- 
port neoprene Cushion Grip screw- 
drivers. A unique feature of this dis- 
play is a pair of demonstration han- 
dles for the customers to try which 
dramatically show the turning power 
and comfort which the Cushion Grip 
handle has. The merchandiser, de- 
signed for use on counter, wall, peg- 
board or window, measures 11” x 14” 
x 4” and displays one each of the four 
basic types of new Cushion Grip 
screwdrivers. The Bridgeport Hard- 
ware Mfg. ©o., Dept. AL, Bridgeport, 
Conn. 

Circle No. 217 on Coupon, page 48. 


“Floors with a Future" 

A new 23-minute movie outlining 
the correct methods of installing hard- 
wood floors is announced, Called 
“Floors with a Future,” the new 16 
mm, sound-on-film, color movie shows 
step-by-step the correct installation 
techniques for unfinished and prefin- 
ished strip flooring, block flooring in 
mastic and strip flooring on screeds 
over concrete slab. Details of subfloor 
preparation, provision for adequate 
ventilation, dampproofing with poly- 
ethylene film and related work are 
included. To order, write E. L. Bruce 
Co., Dept. AL, Box 397, Memphis 1, 
Tenn, 

Circle No. 218 on Coupon, page 48. 





Technical Data 


Steel Cabinets. A new, colorful four- 
page folder on its complete line of 
White Mountain extra-heavy steel cab- 
inets is announced by the maker. Full 
descriptions and_ specifications are 
given for each of the modern, rugged 
cabinets in the line, which includes 
kitchen wall cabinets, base cabinets, 
utility and broom cabinets and ward- 
robe and storage cabinets. Featured 
are White Mountain’s Rollo cabinet, 
new Buffet, Yankee Cupboard and the 
new Yankee China. The Maine Mfg. 
Co., Dept. AL, Nashua, N. H. 


Circle No. 219 on Coupon, page 48. 


Western Red Cedar. A new 36-page 
booklet, “‘Western Red Cedar Lumber 
Grades and Uses,” is a companion 
piece to the previously issued Douglas 
fir and West Coast hemlock species 
books. Profusely illustrated, it de- 
scribes in detail the wide range of 
Western red cedar uses and grades. 
Full-page illustrations show repre- 
sentative samples of the various bevel 
siding grades, as well as board and 
finish and paneling grades. West Coast 
Lumbermen’s Assn., Dept. AL, 1410 
S. W. Morrison, Portland 5, Ore. 


Circle No. 220 on Coupon, page 48. 


Inspiration Lighting. A new light- 
ing fixture catalog for commercial use 
includes interior and exterior decora- 
tive and utilitarian fixtures. It is pro- 
fusely illustrated with full-color light- 
ing “idea sketches” to help the de- 
signer plan distinctive installations. 
There are also pages of technical in- 
formation to help in planning well- 
lighted commercial interiors and ex- 
teriors. Thomas Industries, Inc., Moe 
Light Div., Dept. PR-AL, 410 S. Third 
St., Louisville 2, Ky. 

Circle No. 221 on Coupon, page 48. 


Steel Door Frames. A new six- 
page brochure features three Kewa- 
nee steel door frames: the Plasterite 
type for plaster wall construction, the 
Wal-Tite type for drywall construc- 
tion and Kwik-Fit for applying over 
drywall construction, plus a_ section 
on Kewanee steel baseboard and metal 
trim. Simple, fast installation proce- 
dure is pictured and explained in de- 
tail. Kewanee Mfg. Co., Dept. AL, 
Kewanee, III. 

Circle No. 222 on Coupon, page 48. 


Concrete Forming. A 40-page book- 
let, entitled “Your Pocket Guide to 
Successful Forming,” explains econom- 
ical ways to build forms which pro- 
vide quality concrete and also save 


time, money and materials. It gives 
practical information on the use of 
sheathing as well as plywood panels 
for forming and covers rate-of-pour 
tables, tie spacing and technic for 
radius-wall form construction. Gates 
& Sons, Inc., Dept. AL, 80 S. Galapago, 
Denver 23, Colo. 


Circle No. 223 on Coupon, page 48. 


Consumer Data 


Helps Winter Workers. A fall tool 
bulletin crammed with nearly 500 
items that builders, contractors and 
workmen need to work comfortably all 
winter with a minimum of lost work- 
days is announced. The book features 
heaters, clothing and new tools to 
make winter work easier, plus a lot 
of tools recently developed by the 
manufacturer. Several pages are de- 
voted to a complete line of winter 
work clothes. A new low cost hydrau- 
lic splitter is also included. Goldblatt 
Tool Co., Dept. AL, 1910 Walnut St., 
Kansas City, Mo. 

Circle No. 224 on Coupon, page 48. 


Dishwasher. A four-page folder de- 
scribes the exclusive features and out- 
standing performance details of the 
new Tracy Thoro-Matic Dishwasher. 
This dishwasher, which is 100% effi- 
cient in its washing action, is within 
reach of every homemaker, explains 
the maker. It will sell for under $100. 
Tracy Mfg. Co., subsidiary of Viclad 
Industries, Inc., Dept. AL, P. O. Box 
9938, Pittsburgh 33, Penna. 


Circle No. 225 on Coupon. page 48. 
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Monroe Announces New Duplex 


A Duplex 10-key adding machine in 
the V series is announced by Monroe 
Calculating Machine Co. Two regis- 
ters enable the Duplex to do the work 
of two machines, it is said. These 
storage mechanisms permit the opera- 
tor to add or subtract in either regis- 
ter for such jobs as debits and credits, 
sales and returns; or in both registers 
simultaneously, as in payroll, where 
individual pay is required along with 
total payroll, says maker. One register 
can be used for group totals, while the 
other automatically accumulates to a 
grand total. The Duplex is known as 
model 111V21. Monroe Calculating 
oe Co., Ine., Dept. AL, Orange, 
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GARAGE DOORS INC. 


DETROIT 28, MICHIGAN 


19800 FITZPATRICK 
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in the service “" : 
of Lumbermen 


@ Specialists in protection 
for the lumber industry. 
@ professional safety engineers. 
@ more than 90 branch claim offices 
coast to coast and in Canada. 


Substantial dividends have been returned to 
policyholders since organization in 1912. 


Lumbermens “4 GU7) (MHN’ 


James S. Kemper, chairman 
Chicago 


Exclusive 
Distributorship 
Available 


H. G. Kemper, president 
40 


L. P. Gas on Moto-Bugs 


Newest innovation introduced on 
the Moto-Bug is L. P. gas equipment. 
The Moto-Bug, a power material han- 
dling tool, is built for use as a flat bed, 
hopper or fork lift carrier. Lower 
price of the gas, plus reduced losses 
due to spillage and evaporation,makes 
use of L. P. Gas equipment an econ- 
omy measure, states manufacturer. 
The new L. P. gas power unit is avail- 
able on both the S-10 and the larger 
R-15 Moto-Bug models. Kwik-Mix 
Co., Div. of Koehring Co., Dept. AL, 
Port Washington, Wis. 
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Nothing’s too good for McGinnis — since he started 
suggesting “Scotcu”’ Brand Masking Tape 
with every sale! 























Circle No. 37 on Coupon, page 48. 
BUILDING PRODUCTS MERCHANDISER 


Circle No. 38 on Coupon, page 48. 








These days, he who dances must pay the fiddler—also the waiter, 
the florist, the hat check girl, the door man and the parking at- 


tendant. 
i ae 


Modern miss phoning home at three in the morning: “Don’t 
worry about me, mom. I’m all right. I’m in jail.” 


* ok 


The dictionary is the only place where success comes before 
work, 
* * * 
Ed: “What kind of oil do you use in your car?” 
Fred: “First I start out by telling them how beautiful they 
are and then I go on to say how lonely and misunderstood | 


am.” 
x x * 


Perhaps kissing doesn’t actually shorten life but it does make 
time go quickly. 
* * * 


Interested in greater volume, more repeat sales, higher profit ? 
Then it’s time to talk to MAUK. 

With headquarters in Seattle, Washington, Eugene, Oregon, 
Toledo, Ohio, and Meridian, Mississippi, the MAUK Lumber 
( o. offers products and facilities of unique value to retail organ- 
izations 

x * x 


Simple Celia says to err is human—and usually fun. 


x ok * 


One evening at a party a sadist happened to meet a masochist 
As the evening wore on and so did the drinks these two began 
to talk to each other and discovered the fact of their peculiarities. 
lhe masochist bubbled, “I think we were meant for each other. 
You know how it often is with marriage. People compensate 
each other. For instance, an extrovert marries an introvert. 
You get your kicks from being cruel. I get my kicks from suf- 
fering. We should get married.” And so they did. 

When the ceremony was over they went to the hotel room and 
shut the door. The girl, breathing hard, panted, “Now — beat 
me !” 

The man folded his arms, half closed his eyes as he looked at 
her, smiled and answered with sadistic inspiration, “I won't!” 


* * x 


Do you know what dep’t: 

Do you know what the weather bureau is? A non-prophet 
agency. 

Do you know what beastly weather is? When it rains cats 
and dogs. 

Do you know what MAUK is? Fair weather—forever. 


MAUK Seattle Lumber Co. 
Seattle 5, Washington 
* * *& 


The G. A. MAUK Lumber Co. 


Toledo 8, Ohio 
Circle No. 15 on Coupon, page 48. 








NEW PRODUCTS 


(begins on page 44) 





Thulman Fireplace 


A new 36” Thulman fireplace incorporates a_ built-in 
flexible type fire screen. It is a prefabricated, factory- 
built unit that is combined with and embodies principles 
of the well-known Thulman chimney, resulting in a com- 
plete fireplace and chimney in one factory-built or assem- 
bled unit. It is the type of fireplace that can easily be 
installed in a new or existing home without requiring 
masonry, says manufacturer. The Majestic Co., Inc., Dept. 
AL, Huntington, Ind. 

Circle No. 228 on Coupon, page 48. 


Space Dividers 

Called Exec-Units, a new type of space dividers for the 
creation of semi-private office areas, office corridors or 
department enclosures is announced. Exec-Units’ hollow 
core panels, with plywood surfaces, are fabricated by the 
aircraft “stressed skin” method to provide extra strength 
and durability for office service, explains the maker. Classi- 
fied as office furniture, they are available in pastel shades 
of gray, green or tan, also in natural sliced walnut. Exec- 
Units, div. of General Plywood Corp., Dept. AL, Market at 
32nd St., P. O. Box 1403, Louisville 1, Ky. 

Circle No. 229 on Coupon, page 48. 


Versatile Panelfab Doors 


Panelfab doors are formed upon a resin impregnated 
Kraft honeycomb core extending to the full dimensions of 
a one-piece extruded aluminum frame. Core and frame are 
permanently bonded between sheet aluminum fecings lami- 
nated to a hardboard back-up material, w'*’: the frame 
roll-interlocked to the facings. The result is a door that is 
impervious to rot, vermin or the most adverse weather 
conditions, it is said. In addition to a solid door, open 
panel types which will receive jalousies or a glass lite or 
louvers, are available. Panelfab Products, Inc., Dept. AL, 
2000 N. E. 146th St., North Miami, Fla. 

Circle No. 230 on Coupon, page 48. 


Humidity Control System 

An efficient and inexpensive humidifier to be installed in 
the plenum of forced air furnaces, thus providing proper 
humidity control, is announced. Named the Hudee’Aire 
Humidity Control System, the unit is said to be simple 
to install. Small opening is cut in the plenum and unit is 
slipped in, fastened to the face of the plenum with four 
sheet-metal screws. Water valve is fastened to water sup- 
ply, motor is connected to blower fan of furnace. Walter 
E. Selck & Co., Dept. AL, 225 W. Hubbard St., Chicago, 


Ill 
Circle No. 231 on Coupon, page 48. 





What's Your Answer? 
(Questions on page 47) 


1. A Raggedy Ann doll. See article, pages 18-19. 
United States Gypsum Co. See ad, pages 26-27. 
Westinghouse predicts free-standing “furniture quality 
kitchen cabinets, each a work center, and radically new 
refrigerators without moving parts. See article, page 
24. 

Jiffy Shelf-maker. See ad, page 9. 

He speaks English, dresses Western and builds Ameri- 
can. See article, pages 40-41. 

At Yale Booth No. 556, 1957 NRLDA Show, Philadel- 
phia, Nov. 4-7. See ad, pages 14-15. 

Mills are shipping unitized (strapped) loads to dealers 
asking for this service. See article, page 30. 

To provide practical answers to the questions of what 
women really want and need in their homes of today 
and tomorrow. See ad, page 13. 

Provided more information, greater efficiency and faster 
computation, adding up to greater overall efficiency. 
See article, pages 28-29. 

(1) Linoleum Paste, (2) Wall Tile Cement, (3) Asphalt 
Primer, (4) Waterproof Adhesive and (5) Floor Tile 
Adhesive. See ad, page 6. 
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This interior sliding door is a space-saving 
innovation for bypassing doors or doors that 
slide into their own recessed pockets. 




















With this type of door there is never a sacrifice 
of valuable floor space—as would be required 
with the conventional swinging door. 








It’s ideal for clothes closets, supply and storage 
cabinets—or as room dividers in the home, 
office or factory. 


Hangers have large 1%e inch diameter wheels 
of Nylon—they never need lubrication. 


A specially designed rail made in 44, 56, 60, 
68 and 92 inch lengths, provides a rigid track. 








Two styles — 





each with distinctive 





features 


F f 
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door... Simple to install 
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Advertising That's Planned To Reach YOUR Customers 
Everywhere they turn this Fall, your customers will 
see strong, compelling advertisements telling them to 
go to their local dealer and get Warp’s Top Quality 
Window Materials. Right at the peak of the selling 
season, they’ll see dominating Warp’s ads in their 
own local newspapers, big city newspapers, national 
and state farm papers. Warp’s Radio and Television 
programs will continue the job of pre-selling your 
customers to come in and ask for Warp’s Window 


Get Your WARP’S STAND. OUT Materials by name. 
ae remy 260 on “" - _e* wrechen wee Warep's An Extra Full-Time Salesman in Warp's Dispensing Stand 
Top Quality Window Materials and Merchants tell us that their Warp’s Dispensing Stand 
Wa tch Your SALE S STAND OUT gives them a remarkably high sales return per square 
foot when given a prominent position in their store 
from the beginning to the end of the cold weather 
MA RK season. It enables customers to see and compare all 
0 U p of Warp’s Top Quality Window Materials and make 
up their own mind. The stand makes the sale and 
Nationally advertised prices you ring up the money. If you don’t have one of these 


subject to change silent salesmen, get in touch with your jobber and 
ask him about Warp’s WM-500 Dispenser right away. 
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The Pioneers «+ Established 1924 
World’s Largest Producers of Top Quality Plastic Window Materials \ 


